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Building materials dealer Art Bonine, Cassopolis, Mich. 


Is the Small-Town Dealer Fading Away?—sse 36 
Farm and University Experts Advise Dealers—pese 46, 54 


$350,000 Sales in Hamlet of 15Q—pase 60 





BIG nJI= VV 
BIA Laatic 


No. 88 Heavy Duty 


No. 81 Childproof 
Dialmatic 


Dialmatic 


No. 80 Dialmatic 


No. 78 Standard 


Extra-large 1%" tube @ DiAlLmatic Speed adjustment 


Heavy Steel Mounting Bracket @ Powerful Closing action 
— extra jamb bracket 


ADDED TO DEXTER BATTERY OF DOOR CLOSER 


New heavy fire power—to give you a complete range of there’s a Dexter closer for every door, including the No 
door closing artillery. The new No. 88 Heavy Duty Dial- 80 Dialmatic for screen and combination and light in 
terior doors, the No. 81 Childproof Dialmatic and the No 


matic Door Closer for jalousie, prime and all interior 
doors, rounds out the Dexter battery of door closers. Now 78 Standard Closer for light screen and combination doors 


DEXTER LOCH DIVISION’ i ODexter Industries, Inc., Grand Rapids, Michiga 


IN CANADA: Dexter Lock Canada Ltd., Galt, Ontario. « IN MEXICO: Dexter Locks, Plata Elegante, S.A. de C.V. Monterrey. Dexter products are also manufactured in Sydney, Australia and Milan, Ital 


BUY DEXTER 





nba ADS like this are 
now appearing in leading trade 
publications. They’re telling your cus- 
tomers about “ScoTcH” BRAND Mask- 
ing Tape, Apron Tapers, and Masking 
Paper, Tie-in with this effective adver- 
tising by displaying these time-saving 
“tools” where your contractor cus- 
tomers will see them. 


As advertised in: AMERICAN PAINTER & DECORATOR, 
WESTERN PAINT REVIEW, and SPOTLIGHTS, 





“sCOTCH” 


: ° 
save time and ss 





: “an the Stanley 
pig business ge employ- 


Painting, 15 ony, St. Louis, 
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GOOD SERVICE doesn’t 


"Just Happen’ 


The National Cash Register Company has devoted many years to 
building an efficient service organization. 

Over 4000 factory-trained servicemen supplied with factory-made 
parts—both supported by 76 years’ experience in research, engineering 
manufacturing and maintaining National Cash Register Company equip- 
ment—Make GOOD SERVICE “HAPPEN.” 

One way they “make” it happen is with a National Maintenance 
Agreement. This saves you service dollars and provides you with legible, 
dependable records for the management of your business. It increases the 
efficiency of your business system and frees your mind from worry about 
the mechanical condition of your Money-Saving National equipment. 

For your convenience there are more than 500 points of service— 
always as near as your telephone—located in the United States and Canada. 
Call your nearest National Cash Register Company office for ia? 
information and service. 


f MARK RE 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, onio Svational 


1039 OFFICES IN 121 COUNTRIES @ 76 YEARS OF HELPING BUSINESS SAVE MONEY SE RY i¢ E 
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Something To Think About 


© When a distant prefabricator is suc- 
cessful in selling a house or more in a 
small-town dealer’s market, the usual 
comment from the established dealer is 
that the prefabricator has superior 
“mortgage financing advantages” over 
the small-town lumber dealers. 

Oftentimes, this is a myth. While it’s 
true that prefabricators did receive dis- 
tinct financing advantages in the form 
of federal legislation back in the late 
1940s, this is no longer the case. 

A few of the larger prefabers now 
have acceptance corporations to help 
finance their manufactured homes. But 
most lumbermen would be surprised at 
the number of prefabers who do not 
have financing available to their build- 
er customers. 

Perhaps the difference is that the 
agents of the prefabers make a greater 
effort to secure mortgage financing 
(from independent sources) than the 
local lumber dealer. 

In any event, today’s retail building 
material dealers in many areas actually 
have more mortgage money assistance 
available than does the distant prefabri- 
cator. The rise of investment corpora- 
tions by members of several regional 
lumber dealer associations has given 
financing advantages to retail dealers. 

Charles E. Benson, executive vice- 
president of the Ohio Association of Re- 
tail Lumber Dealers, recently co-spon- 
sored a Mortgage Financing Workshop 
with the Lumbermen’s Investment Cor- 
poration of that state. The purpose was 
to help dealers process mortgage loans. 
Benson said: 

“The best way to promote mortgage 
loans is to delegate the responsibility of 
handling all mortgage loan applications 
to some ONE person within your or- 
ganization. If your organization is small, 
it may be necessary for you personally 
to take on this assignment.” 

The Lumbermen’s Investment Cor- 
poration of Ohio, with headquarters at 
8 East Long St., Columbus, Ohio, will 
process new home mortgages, vacation 
and shell home financing, home im- 
provement loans, certain commercial and 
industrial building loans and certain 
construction loans. 

This service follows that of Texas, 
New Jersey, Oklahoma and other region- 
al groups which provide similar services. 
With this kind of financing aid avail- 
able, there should be no excuse about 
the “advantages” of shipped-in prefabs 
in the small-town dealer’s market. 


/ 


WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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Personal viewpoint editorial by Gordon J. Lawler 

Is the Small-Town Dealer Fading Away? 

The answer is ‘‘No!”’ Art Bonine, Vandalia, Mich, dealer 
who sells new home and remodeling packages is a case 
in point. 

Dealers Tell What They’re Doing, Where They're Going . 
Roundup of opinion and plans that is expected to put 
these dealers ahead in the Sixties. 

Farm Market Expert Tells What’s Ahead 
Rural-area dealers are given good tips by Don Ross, field 
merchandising manager for Successful Farming. 

Small-Town Go-Getter 
Al Scott tells how he does a $400,000 volume in 
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1960. 
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“QUERYTHING HINGES ON HACER /." 


ager & Sens Hinge Mfg. Co. « St. Louis 4, Mo. 
anada, Hager Hinge Canada Limited + Kitchener, Ontario 
Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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PERSONAL VIEWPOINT 


Small-Town Challenge 


There is nothing small about today’s small-town dealer except 
in name. 

Just about everything that the big-city dealer is doing, his small- 
town counterpart is doing better or just as well. 

If you have any doubt about that, turn to the 20-page feature 
section in this issue. All of it is tuned to the small-town dealer— 
what he is doing, where he is heading and what he must do to get 
there. 

The road isn’t easy. And a good many rural and small-town deal- 
ers who haven’t got the horsepower and the driving skill and a 
good road map are sure to be crowded into the ditch. 


DEADLY COMPETITION. Competition for the rural and 
small-town dealer is deadly. Cash-and-carry, prefabs, applicators 
and lumberyards in larger population centers all take a bite of the 
small-town dealers’ market. Dealers who are unprepared for this 
kind of competition may find themselves on the casualty list. 

To lick this kind of competition, today’s dealer must be a shrewd 
operator. In the small town, especially, he can’t win simply on 
price. But he can win on service and quality, plus price. He must 
show his prospects that buying from him is the best possible over- 
all bargain in terms of final customer satisfaction. 


SELLING SKILL. This means that the small-town dealer 
must be a better salesman than he has been. Every customer who 
faces him today, admitted one rural dealer with cash-and-carry 
competition, is a psychological problem that requires fast and ac- 
curate analysis. 

For example, how do you handle a customer who has a com- 
petitive price on a materials list for a new house or remodeling 
job? 

Customer relations have never been as important. This means 
more than product knowledge and attractive price tags. It means 
knowing the whims, hobbies and prejudices of customers. 

“We don’t cuss around Mr. Samuels,” remarked one rural dealer, 
speaking of a good farm customer. 

Selling not only requires more skill today, but it also requires 
more knowledge of the product and how to apply it. This kind of 
selling takes more time and patience with the customer, who is also 
better educated. But it will pay off . 


BETTER EDUCATED. The small-town dealer of today and to- 
morrow must necessarily be better educated—self taught or formal 
schooling. That goes for his personnel, too. The reason is clear: a 
successful dealer must be a management expert in his own field. Their 
worst mistake, scores of dealers tell American Lumberman’s Art 
Hood in Workshop sessions, has been their failure to learn and 
practice successful management techniques earlier. These dealers 
are now paying the price. 

More than one small-town dealer, for example is facing a 
crisis simply because he has no top-flight second man under him. 
Qualified men are available, but too few dealers are willing to pay 
a good man what he is worth, although this investment is more 
important than any other. 


SUCCESS KEYED TO DSC. Small or large, the success of most 
dealers is tied to Dealer Sales Control—selling the complete job— 
materials, labor and financing in one package. You will note that 
every dealer featured in this issue practices DSC. 

What is the future of the small-town dealer? One rural dealer 
answered this question succinctly: 

“It’s up to the dealer himself. The only thing that can lick him is 
lethargy.” 





—Gordon J. Lawler 





NEW 
DEVELOPMENTS 


THE HOUSING DECLINE SEEMS HALTED with arrival of June figures. Private 
residential hit $21,096,000,000--up $60 million over May. The starts in 
May were 124,000 compared with 121,500 in April .. . a seasonally-ad- 
justed rate of 1,305,000 starts. 

Continued improvement seems likely over the summer as the suppiy of money 
slowly eases. A small break in the interest barrier could further 
improve sales. The recent rise in rates by Fannie May is a step in this 


direction. 


SAVINGS AND LOAN GROWTH is continuing. In the first six months savings were 
up 7% but mortgages purchased were 9% below 1959. Total savings of 
U.S. Savings and Loan League members have now reached $58.2 billion, 
largely liquid and available for mortgage loans. 





MAJOR PLYWOOD producer is field testing a new super low-priced item with 
a printed wood-grain surface. The product seems to have possibilities, 
but will not be distributed nationally until the glut of Japanese ply- 
wood eases. The Japanese have also recently cut their plywood exports to 


Canada by 30%. 


BEST KEPT SECRET in years has been the decision by a major material producer 
to go after the low cost housing market ($8,000 and under). With a 
separate sales organization now formed, he is beginning to talk more 
freely. All operations will feed through retailers who will receive on- 
the-spot merchandising help. A financing package is included in the 
operation. 








SECONDARY BOYCOTT BILLS to legalize boycotts at the construction site are 
up for grabs in Congress. No action was taken on them before Congress 
recessed. 

Best guess is that they may be lost in the shuffle after the House and 
Senate come back in August. But that's only a guess. A lot depends 
on the courses taken by the presidential nominees and the platforms 


adopted by both parties. 


MANY NEW PRODUCTS are anticipated for the NRLDA Exposition, November 13-16 
at San Francisco. Phil Creden, exhibits chairman, says retailers should 
come prepared to place orders. This confirms a recent item on this 
page forecasting a rash of new items by fall to meet competitive 
conditions. 

Management problems will dominate the programs at the Exposition. As 
now planned, financial, employe relations, sales training and other 
key topics are scheduled. A good solid program is taking shape. 











SMALL DEALERS IN BIG CITIES are facing a squeeze play for builder business 
between package prefabers and big retailers. Unless the small metro- 
politan dealer can control consumer sales or become a component spe- 
cialist, he faces increasing trouble. 


Best examples are in Detroit, where big Sibley Lumber has purchased two 
yards in recent years, now plans to buy several more, says president 
Fred Sibley, Jr. Also in Detroit, Mohawk Lumber has dropped its builder 
business completely, concentrating on its consumer sales through the 
firm's supermarkets, according to president Harry Smith. 








SALES TROUBLES ARE REPORTED by dealers who built postwar stores on old 
lumberyard property. Many of these stores first were successful despite 
their inconvenience to homeowner shoppers. As one Indiana dealer put 
it: "For many years we had enough unique products to lure people to our 
out-of-the-way location. But today there are so many retailers selling 
what we sell that our location is a real drawback." This dealer's solu- 
tion: A new compact do it yourself store in a high-traffic shopping 


center. 
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Announcing an outstanding addition to your 
high-profit line of Weldwood Wood Finishes 


WELDWOOD *::::" SPAR VARNISH 


Test-Proven 


Exclusive laboratory tests prove conclusively that 
new Weldwood® Exterior Clear Spar Varnish pro- 
vides the ultimate in beauty and protection for all 
exterior woods. This high-gloss varnish is unexcelled 
for durability, tough elasticity, and depth of clarity. 
It is unequaled for resistance to discoloration, 
checking, fungus, severe weather conditions. 


WELDWOOD 


\ : EXTERIOR CLEAR 


Scientifically Developed 


Weldwood Exterior Clear Spar Varnish is a superior 
formulation of top quality resins, oils, and sunlight 
inhibitors, scientifically blended to provide maxi- 
mum, long-lasting protection for all exterior stained 
and natural wood finishes. It is especially suited to 
heavy-duty applications such as siding, boats, and 
outdoor furniture. 


WELDWOOD 


WOOD FINISHES 





ORDER FORM 


United States Plywood 
Dept. ALBPM 8-1-60, 55 West 44th St., New York 36, N. Y. 
Weldwood Spar Varnish Retail value—$43.34 
(2 gals., 6 qts., 6 pts. ) 
Regular discount 
lus 
Extra introductory discount 
Your cost 
Your profit 


Or der Now Pe Ii eiesk ok vixen ecocswtb iced FREE 
Special C Bill me 2 Bill my jobber 
introductory offer— 
extra 10% profit 
plus 


FREE 


display merchandiser 


Bie 
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IT TOOK CURTIS’I-0 
TO BRING YOU A WIDER 
SELECTION OF WINDOWS 
WITH THE SAME HIGH 
UALITY...AT LOWER COSTS! 


Four new double-hungs 


Silentite removable 
Silentite non-removable 
Styletite removable 
Styletite non-removable 


One new horizontal slider 


Styletite removable 


*Silentite and Styletite are trade-marks 
of Curtis Companies Incorporated 
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Select from one of two Silentite® double-hung 
window lines. Completely weather-stripped. Re- 
movable and non-removable sash. The finest 
quality windows available. 


Silentite features wood-on-wood for smoothest, 
easiest operation with the natural insulating qual- 
ities of wood. 


OR—choose one of the three Styletite* window 
lines. Wood-on-aluminum operation. Completely 
weather-stripped. Removable and non-removable 
sash. Double-hung or sliding windows. For high- 
quality, low-cost window selection. 


Competitively priced to meet every important 
price bracket in today's housing market: 


Frames are preservative-treated, then factory- 
primed, saving builder on-site labor costs, pro- 
tecting the windows while the home is under 
construction. 


Shadow-line casing designs on all windows pro- 
vide pleasing and uniform exteriors. 


All windows are architecturally correct. Classic 
simplicity for high-quality appearance. Colonial, 
contemporary and modern styles. 


Complete weather-stripping—compression side 
jamb, snug-fitting vinyl at head, meeting rail and 
sill—assures maximum weather protection. 


Sash are balanced on both sides to prevent 
sticking or cocking in opening— eliminate costly 
call-backs. 


Removable bars and grilles available to permit 
variety of design, easy cleaning of glass and 
decorating. Include horizontal, divided and 
diamond light styles. 


All windows exceed the minimum government 
standards in tests for prevention of wind and 
water infiltration. 


All units factory-palletized for easy, low-cost 
handling and storing. 


The complete line available to you through your 
local Curtis distributor. 





For complete information, write 
for the new Curtis brochure “‘Curtis 
Windows for Modular Component 
Construction” —yours at no cost or 
obligation. 
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6 STYLES IN A VARIETY OF DESIGNS AVAILABLE 
FOR MODULAR COMPONENT CONSTRUCTION 


Here’s a feature you and your component builder- 
customers will want to know more about: six basic 
styles—double-hung, casement, slider, hopper, awn- 
ing, and fixed sash—all designed specifically for 
modular panel construction. No more cutting, brac- 
ing or filling; windows fit snugly between studs for 
easy assembly, lower direct labor costs. Costs less 
than buying partially assembled window panel units. 


Circle No. 6 on Handy Cover Card 








CONVERTIBLES 
—for single or stacked in- 
stallation; weather-tight 
and easy to clean. 


CASEMENTS 
—variety of styles; won't 
shake or rattle in wind; 
easy to clean from inside. 





























PINE DOORS 
made of selected pine in 


a wide choice of designs; 
preservative-treated. 


FLUSH DOORS 
—wide selection of de- 
signs and sizes for both 
exterior and interior use. 


IT TAKES CURTIS’I-0 
TO GIVE YOU A COMPLETE 
LINE TO SELL AND A 





COMPLETE PROGRAM 
TO SELL IT WITH... 





MMM - M7 


WM 





COMBINATION DOORS 
—sturdy and durable; 
large selection of possible 
combinations of inserts. 


FOLDING DOORS 
—flush and iouvre models; 
easy toinstall and operate; 
rugged construction. 


*FashionWood and flairwood 
are trade-marks of Curtis 
Companies Incorporated 
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MOLDING AND TRIM 
—popular sizes and 
shapes; each piece is pre- 
cision-machined. 


KITCHEN CABINETS 
—two complete lines: 
FashionWood® and flair- 
wood*. Wide choice of 
colors and price range. 
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® 
Cc LU ane I = complete merchandising program means 


you can start selling the complete line of Curtis quality products now. 


— 
all 


Start with your new Curtis Merchandising . \ee Portfolio, a handy 
kit that includes all the promotional materials you look for when 


* volume sales are at stake: new aS direct mail pieces 


promotion—the most successful eaichedliaine plan offered by any building 


weed materials manufacturer. Call LoS your Curtis distributor 


now for full details. To back you up, Curtis is running ads announcing the 


new multi-frame line in virtually every trade Rave 7 publication. 


Builders, architects, consumers— - iM ce all the people who mean new 
business * rae) to you will know about the new Curtis line. 





Director of Marketing 

Curtis Companies Incorporated 

Clinton, Iowa 

(] Please send me more information on the new Curtis window 
line. 

Individuality and Quality C] Please have a Curtis representative call. 
in windows, doors, cabinets 


and fixtures 


poorer 
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Promote Family-Recreation Rooms 


e Ideas for Ads 
e Complete Layouts 


e High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 

There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 
we also provide suggested layouts and copy. 


Package 2 
Theme and Project Mat Products and’ 


illustrations Page No. Applications 
Add-a-room (exterior) .......... 23 


Add-a-room (intérior)............. 27 
Add-a-room (sketches) .......... 27 


Christmas, headline illus 
Dormer 
Entrance, before-after 

Family-recreation room ....23, 32 








Garages 
Garage converted to room 
Get ready for winter. 
Home improvement 

(composite) 
UNIIINIIDR chiatisisessitesscadjeseinlict . 25 
Kitchen 23, 26 
Modernization Magic ............ « 25 
Money to loan 2 








Awning, window 
Caulking 
Christmas pa 

Combination doors ...........-0+ a 
Combination windows .......... we 
Counter top .nrccscscecscsssressessseee 
Doors, interior ........0s.:0ss00000 
Fan, kitchen .....cccscscccessesernes 
Fence, picket 

PUREED ‘cnieserecescssniogniniiviantinail 
Hardboard, perforated ......... ma 
Insulation, blanket .............0« 
Insulation, pouring 
Kitchen cabinets 

Louvered shutters, interior... 





Lumber, piece-price ........... 


eee sevens 








Planning help «00.0000 23 
nce f 31 
Roofing 


Screened porch 
Warehouse sale 








Package 1 


Theme and Project Mat 
Ilustrations Page No. 

















Home hop, tools 
Home improvement for interiors... 21 


















































THERE'S NO WINTER SLUMP in yards merchandising indoor 
sales packages with ADservice materials. Page 32, above, in 
the ad program makes it easy to go after more recreation room 
business. Other mat pages cover kitchens, attic rooms and many 
individual products such as insulation, paneling, laminates, 
doors—all the related items which make up high-profit, saleable 
packages. ADservice is not a ‘“‘canned" proposition. We fur- 
nish layouts but rely on each dealer to stress his own individual- 
ity, product lines and services to the customer. 





59 E. Monroe $+. 
Chicago 3, Il. 





(Circle pages desired) 

Package 1 
1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 
14, 15, 16, 17, 18, 19, 20, 21, 22 
—___.___ pages @ $3.95 
——.._---ntire package $82.50 

Package 2 


23, 24, 25, 26, 27, 28, 
29, 30, 31, 32, 33, 34 


—_______ pages @ $3.95 
—_____entire package $44.90 
Catalog Send free catalog.___.1 2 





Nome 





Acie, 





City. 
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Amazing New AUTO-CLOSE® 
JAMB BRACKET (Pat. Pend.) 


Closes doors tightly, holds firmly to- 
gether when leading edges meet. No 
unsightly gaps. Nogimmicks. Easiest 
self-closing action on the market. 
Only KENNATRACK has it! 

Adjusts vertically and horizon- 
tally. Designed for normal 5%” door- 
to-floor clearance. 


New 


Originated by KENNATRACK. 
are easily installed in seconds, 
and are instantly removable for 
decorating or adjusting. Improved 
Nylon bearing assures smooth, silent 
operation for the life of the door. 


New ADJUSTABLE 
CONCEALED ALIGNERS 


New interlocking design keeps doors 
in perfect alignment. Completely 
adjustable for side or bottom mount- 
ing. Side flange breaks off for mount- 
ing the aligner to the bottom of door. 


New DECORATIVE TRACK- 
TOP MOUNTED HANGERS 





Decorator-approved fluted design— 
for use with or without fascia. En- 
hances beauty of room. Top mounted 
hangers install without routing or 
drilling, require minimum headroom. 





SALES MANAGER 
KENNATRACK CORPORATION, Elkhart, Indiana 


a E N N AT R rAN GC K Please send complete information on the new Series 4400 


(On © lm ~ an 2 © an: Wn ee Oe KENNATRACK Folding Door Hardware, with no obligation. 
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SEER AIRS St a Oe 


a le t 
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® Protects the wood 
® Protects the finish 
@ Improves the job 


Weyerhaeuser’s specially developed 
repellent is a combination of water- 
resisting resins with a pentachlorophe- 
nolic toxic additive (to protect against 
stains, molds, decay-forming fungus, and 
termites). These active ingredients are 
‘mixed in a volatile mineral spirits ve- 
hicle which carries them evenly over the 
faces, edges, and ends of siding or lum- 
ber. A retention of 5 to 7 gallons of 
repellent per thousand feet is our spec- 
ification. 


Water Repellent Treatment is available 
in 4-Square Kiln-dried Western Red 
Cedar, Douglas Fir, West Coast Hem- 
lock. It is recommended for all exterior 
applications except where there is ac- 


Photo of untreated test panel, after exposure 
to moisture in simulated weather conditions. 


tual ground contact or an unusual mois- 
ture condition. 


The untreated siding illustrated above 
shows the results of capillary action 
(“‘wicking’’) of wood fibers. The illus- 
tration in the next column shows how 
effectively Weyerhaeuser’s Water Repel- 
lent Treatment stops this action. 


Water Repellent Treatment actually 
“raincoats’’ lumber and siding to give 
it surface protection from rain and snow 
that’s new to lumber handling. This 
raincoat permits painting at any fav- 
orable time up to several months after 
construction has been completed. 


After painting, Water Repellent Treat- 
ment prevents wicking of storm-driven 
rain and snow, thus eliminates one of 


Weyerhaeuser Water Repellent Treated Lumber 


gives you a better finished job—4 ways to save 


the most common causes of paint failure. 
It slows down the loss or pick-up of 
moisture by the wood with the result 
that there is less cupping and swelling, 
reduced grain raising, less checking, and 
little or no water stain. 


4 ways to save 


Water Repellent Treatment makes im- 
mediate savings possible on paint and 
labor costs. In addition paint jobs last 
longer, and when the time does come to 
repaint, fewer repairs are necessary. 
These savings are possible because Water 
Repellent Treatment serves as a good 
paint undercoat . . . reduces brush “drag”’ 
so painting goes faster . . . makes paint 
spread further . . . and keeps more of 
the paint oils on the surface to prolong 
the life of the job. It makes two coats 
very nearly as effective as three coats. 


Photo of Water Repellent Treated test panel 
shows moisture resistance in identical test. 


Uses 
Bevel siding and dropsiding for homes, 
garages, barns, churches, schools, and 
commercial buildings. Also vertical sid- 
ing in Board & Batten, WC-130, 
WC-134, WC-136, and WC-140 patterns. 
Outside trim, including fascia boards, 
casings, porch posts, soffit lumber, bevel 
sill, barge boards, pulley stile, and ex- 
terior mouldings. 2x6 Roof decking. Ex- 
posed beams made of doubled or tripled 
2x6s, 2x8s, 2x10s, 2x12s. Porch and deck 
floors —1x4s, 5/4x4s, or 2x6s. Decorative 
fencing (note: use pressure treated posts 
wherever there is ground contact, water 
repellent treated lumber above ground.) 


For additional information, write: 
Weyerhaeuser Company, Lumber and 
Plywood Division, Dept. 44, Tacoma 
Building, Tacoma 1, Washington. 
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WATER REPELLENT TREATED LUMBER 
Bevel and Vertical Siding— Roof Decking— Outside Trim 


Weyerhaeuser’s Water Repellent Treatment 
gives wood products a “raincoat”’ that protects 
before, during, and after installation and finish- 
ing. This raincoat protects lumber products 
from moisture absorption, and where such con- 
ditions are prevalent it also protects against 
damage from stains, molds, decay-forming fungi 
and termites. It provides a better paint base, 
paint spreads farther and lasts longer. 


For a quality sales story ...a quality job... 
and for the savings that a quality material can 
bring . . . use Weverhaeuser 4-Square Water 
Repellent Treated wood products for siding, 
trim, decking, flooring, and fencing. It is avail- 
able in 4-Square Kiln-dried Western Red Cedar, 
Douglas Fir, and West Coast Hemlock. Ask 
your \Veyerhaeuser Representative for com- 
plete information on these quality products. 


Weyerhaeuser Company 


Lumber and Plywood Division 
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what's te PRICE? 


‘ TS 
Little change was noted around the nation in the last two 
weeks in prices building materials deaiers charge contractors. 
It appears a slight lessening of the low price range by south 
Atiantic lumber dealers who stock Douglas fir is the only al- 
teration in the basic structure. 

Experts seem to think that President Eisenhower's action, sign- 
ing into law a bill extending VA-guaranteed home loans to 
World War II veterans for another two years, will help spur 
the lagging construction market. It is predicted home building 
will increase the rest of this year. 

Wage and salary disbursements of total personal income sea- 
sonally adjusted at annual rates, rose in May to $272.1 billion 
from the $271.5 billion of April. This contrasted with $257.3 
billion in April, 1959 and $259.8 billion in May last year. 
Easier credit and higher income would seem to indicate a 
spurt in residential construction. 











Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 
North Middle South East North | East South | West North | West South | Mountain 
Atlantic Atlantic Atlentic Central Central Central Central 


Low High Low High Lew High | Low High Lew High Lew High Low High Lew High 
$ $s $ $ $ $ $ $ $ $ $ $ $ $ $ $ 


LUMBER: 


Douglas fir: 
Dimension: 
Sed. & Btr. green R/L 2x4 
Std. & Ber. dry R/L 2x4 
Std. & Ber. green R/L 2x10 
Std. & Btr. dry 2x10 R/L 
West Coast Hemlock, White Fir: 

Dimension: 

Sed. & Btr. dry R/L 2x4 
Sed. & Ger. dry R/L 2x10 
Western Pines: 

Boards: " 
Me. 2 & Ber. dry 1x8 R/L S4S or shiplep 
No. 3 & Bir. dry R/L 1x8 S4S or shiplop 

Southern Pine: 

Dimension: 

No. 2 & Btr. dry R/L 2x4 
Ne. 2 & Bir. dry R/L 2x10 
Boerds: 
No. 2 & Br. dry R/L 1x8 S45 or DE M or 
shiplop 
Hardwood Flooring: 
Select Ook 25/32" x 2's" Plain sowed 
No. | Common Ook 25/32" x 2';"" Plein sewed 
Interior Softwood Paneling: 
Me. 2 Ponderose Pine R/W 
Wood Siding: 
Redwoed Cleer All Heart bevel siding 
3/@" x 10" 
“A” Cedar bevel siding 3/4” x 10" 
Wood Shingles: 
Ceder shingles 5/2 #1 16” - 5X 





PLYWOOD: 


Fir, 1/4" DFPA-AD interior give 
Fic, 1/4" DEPA-AC exterior give 
Fir, 3/8" DFPA-CD sheothing interior give 
Fir, 1/2" OF PA-CD sheathing interior glve 
Fir, 5/8” DFPA-CD sheathing interior give 








MILLWORK: 
Phil. mohogany (Loven) flesh door 
1.3/8"-2-6x6-8 7.25 7.90 . \ 6 5.95 9.85 . 5.70 
Birch fosh door 1-3/8" — 2-6x6-8 9.75 11.50 L }. \d 7.70 12.25 . . 8.40 13.43 
Double hung window unit 2-4x4-6, set wp, 
glezed weatherstripped and balonced 18. 26.23 . \e 12.50 27.40 ° . 17.70 28.70 





BUILDING MATERIALS: 


Outside white point, first grode . 7.35 
6d common steel nails . 14.75 
Mineral weel insulotion, full-thick bott L 80. 
Ceiling Tile, 12x12” . . .» 200. 
1/2" insulating beilding boord $1. 9. 50 130, 
25/32” inseleting sheathing ; ; 157.50 
3/8" gypsum wallboord le \. 60. 4 
1/8°' tempered herdboard . 8. 130, 80, 150. | 101. 5 

215+ thick butt osphelt shingles 7.50 10.45 6.75 10,25) . 9.95 
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TU 


PROMOTION 


Here is your high-turnover, high-profit program... 





LOW COST, GENUINE 


KILSAW 7 POWER SAW 





Full 7's” blade... hot just 7 


Heavy-duty 1 safety-clamp blade washer 


Sawdust ejector system 


a 


Over 1 h.p. motor 
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Turnover SKIL Tool! 


Now, for the first time, Skil gives you a top quality 
714" saw at the amazing low retail price of just 
$59.95! Here is a tool with sales success guaranteed 
because it bears the top name in consumer 

demand . . . SKILSAW. 

Because it cuts 2” lumber at 45°—even after 
several blade sharpenings—it appeals to your 
professional customers, too. Powerful motor handles 
heavier duty cutting work—won’t stall out 
on tough ripping jobs. 

Other top quality features include: safety clutch, 
one-piece motor housing, bind-free lower blade 
guard, rugged helical gears, contour grip handle, 
brush accessibility from outside. 


The Newest H 


SPECIFICATIONS—SKILSAW 744” DELUXE MODEL 537 


Equipment 
Motor 


Voltage 


No Load Speed 


Blade Guard 


Shipping Weight 


No. 21933 hardtooth combination blade 
(%" Rd. arbor), blade wrench, three 

wire cord and plug, plus 2-prong adaptor. 
Universal AC or DC up to 60 cycles. 
Standard, 115. Furnished for 220 volts 
at no extra cost. 


tension retracting spring for instant 
release. 


17% Ibs. 








UP TO 33% PROFIT ON 


ILSAW BONUS PACK 





ear 
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6% AMDT POWER SAWS PROOF OF PROFIT 
ON NO. 23200 BONUS PACK 


Cat. No. Description Retail Your Cost 
536 64" Deluxe Saw $49.95 $34.97 


i ! 
2 FREE Blades in Bonus Pack! 537 7%" Deluxe Saw $59.95 | $41.97 


Here’s a power saw promotion that gives you 
everything. Extra profit . . . high turnover tools... 
free merchandise . . . free display and other 

point of sale material. 

Just look at this Bonus Pack offer—the famous 
Skilsaw 614" Model 536, world’s largest selling power 
saw, and the new low cost Skilsaw 714” Model 537. 
Together they cover the major share of your saw 
market. In addition you get 2 FREE hardtooth 
combination blades—an extra $4.70 value—PLUS a 
free, colorful NRHA approved display. 

Don’t miss this special No. 23200 Bonus Pack " 
offer . . . it expires Gonder 31, 1960. YOU MAKE UP TO 33% PROFIT! 
Get your order to your wholesaler, today! 


19703 642" Combination Biade| $ 2.35 FREE 
21933 7%" Combination Biade| $ 2.35 FREE 
F-14754 | Deluxe 2-Way Display FREE 
F-14755 | Special Offer Streamer _ FREE 


TOTAL $114.60 $76.94 





842% EXTRA PROFIT WITH 


SKIL JIG SAW BLADE OFFER 


| S/d. io SAW BLADE 
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NT AWA gst 8) ia 
if SKIL 
Ste ar construct 
Wide ) | > 
SE es PROOF OF PROFIT 
: ON NO. 22536 BLADE OFFER® 
Blade Description 
5 Metal Cutting, Coarse 
5 Metal Cutting, Fine 
NEW me meee Popular .jig 1 | 195 | 5 Wood Cutting, Coarse 
sabre saws. Color « 7 € en 


ue | | 19545 |5 Wood Cutting, Coarse 
5 Wood Cutting, Fine 
5 Wood Cutting, Extra Fine 
Special Offer Gives 64% Markup 41 | 5 Wood Cutting, Coarse 
° x 5 Wood Cutting, Fine 
To introduce Skil’s new “universal” color-coded a 
° ° e ing, &xtra e 
blades, multi-sales packaging and self-service Se ee — 
° ° ° ° asic Assorimen 
display, we are making this special offer— (1 each blade 19541, 19542, 19543) 
a Long-Life Blade Assortment Free with each guiveane ite Ascorunent 
purchase of No. 22536 blade offer. That’s an extra (1 each blade 19539, 19546, 19502,19544) 


blade type and use 


8% over and above your regular 334% profit. Total Retail $46.55 
Yes, this three-way special offer can’t be beat. Your Regular Cost (at 33%% Profit) $30.98 

You get (1) high profit, fast turnover blades that 

fit all popular saws; (2) the most attractive . 

blade packaging in the industry and (3) a sales Your Profit (over 64% mark-up) $18.20 

making display that puts merchandise where it can Pius FREE self-service display 

be seen and sold automatically! *(Order Cat. No. 22537 to receive above “Blade-Offer” without display) 


Your Special Cost (with Extra 812% Profit) $28.35 





10% EXTRA PROFIT WITH 


SKIL 16-BLADE ASSORTMENT 



































PROOF OF PROFIT 


__ON NO. 22516 BLADE OFFER* 


Cat. No. Biade Size, Type, Arbor —— 


17988 644" Comb., %" Rd. $9.30 
13247 7%" Comb., ¥%" Rd 6.20 
12611 8” Comb., %", 34" Rd 3.50 


Special Offer Gives 68% Markup! 16122 6%" Comb., Diamond 9.30 


2 : 377 7%" Comb., Diamond 6.20 

With every order of Skil’s Basic-Stock Blade 388 $4" Comb. Diamond ~ 
Assortment you get 10% more profit -.. gain a 68% 16123 SU" Cross Cut Diamond —— 
markup. And you get it with a minimum investment, 356 Fa? Green Cut, Diamend 210 
too, because you stock just 16 top turnover blades. 18852 644" Cross-Cut, %” Rd. 3.10 

With this minimum inventory you feature the — Fu Gress Qak. a? Red. — 
three most popular blade sizes—6 4", 714” and 84%" — —- a 
in the blade types most customers want. And te Your Regular Cost (at 3344% Profit) $33.64 | 
merchandise it in the minimum space—less than half Your Special Cost (over 10% Extra Profit) $30.00 
a square foot of counter space. ra ees down | 

Here is the Blade Assortment you need and can Your Profit (a full 68% Mark-up!) $20.4 
sell at the greatest profit. Order No. 22516 Pius FREE Record Rack Display with Blade Selector Chart! 
Blade Assortment, today! *(Order Cat. No. 22517 to receive above “Blade Offer” without display) 











SNAP/LOCK TOOLS OBSOLETE 
CLUMSY ATTACHMENTS 





SNAP IN—IT’S LOCKED SNAP OUT 


Snap/Lock...the Most Important Sales Opportunity in Years! 


The most important opportunity? Absolutely ! booming sales. They’re low cost—especially 

Here’s why. Skil Snap/Lock Tools represent a sales important to first-time buyers. They offer 
opportunity every time you sell a Skil 14” drill. multiple uses for 14” drills—more demonstrable 

In addition they represent a sales opportunity on economy. They’re matched in styling—helps build 


more than 5,000,000 Skil and B&D 14” drills demand for and sales of complete sets. And 

now in use. And remember this consumer interest _ finally, it’s a balanced line of high turnover tools— 
in Snap/Lock Tools represents a chance for not a slow mover in the group. 

more }4” drill sales. That’s why it’s important for you to stock, 

That’s not all. Skil Snap/Lock Tools have demonstrate and promote Skil Snap/Lock Tools— 
built-in popularity features that practically insure the sales opportunity is unlimited. 








4 SNAP/LOCK TOOLS 
FOR THE PRICE OF 3! 


PROOF OF PROFIT 
ON NO. 23234 MASTER PACK 


___Description : 
4" Drill & Power Unit 


Snap/Lock Jig Saw a ee 9! 
Snap/Lock Sander : 
Snap/Lock 6” Grinder 


Total Retail 
Your Regular Cost (at 30% Profit) $59.35 
Your Special Cost (with Extra 25% Profit on Snap/Lock Tools) $47.48 


Your Profit (over 78% Mark-up!) $37.27 


” 


G 
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NRHA 
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FREE (with NO. 23234 MASTER PACK): 


#8 $2.95 Wall Holders with 5” Saw, Sander and 
Jig Saw—$8.85 Total Value! 


A Drill Holder metal display unit 

x 5 Individual Space-Saver Display Cards 
a 4 Colorful Snap/Lock Window Streamers 
BB 25 Snap/Lock Tool Stuffers 


s Business Reply Card for ordering ad mats, 
more stuffers and streamers 


THIS OFFER EXPIRES DECEMBER 31, 1960 
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BIGGEST SKIL AD CAMPAIGN EVER! 


Tie in to this spectacular Fall ad program for extra sales and profits 


SK | 


Skil Ads in Every 


Skil Ads in All 


a... ag Frm ee 


Albany 
Albuquerque 
Amarillo 
Atlanta 
Baltimore 
Birmingham 
Boston 
Buffalo 
Charlotte 
Chicago 
Cincinnati 
Cleveland 


Columbia, S. C. 


Columbus, O. 
Corpus Christi 
Dallas 

Dayton 
Denver 

Des Moines 
Detroit 

El Paso 

Ft. Lauderdale 
Ft. Wayne 

Ft. Worth 
Grand Rapids 


6%", 7%" Saws 

Jig Saw 

4" Drill, Snap/Lock 
644", 7%" Saws, Jig Saw, 
\%" Drill, Snap/Lock 
644", 7%" Saws, Jig Saw, 
Sander, 4" Drill 
Snap/Lock, %" Drill 


Issue 
September 
October 


November 


Skil Ads in 69 
LOCAL PAPERS 


Every Week for 4 Weeks 


Newspapers 


Products 


AMERICAN WEEKLY plus 32 = 4" Drill, 
Local Sunday Supplements Snap/Lock 


THIS WEEK plus 21 


6%", 744" Saws, 


Local Sunday Supplements Jig Saw 


AMERICAN WEEKLY plus 32 61%”, 744" Saws, 
Local Sunday Supplements Jig Saw, 4%" Drill 


THIS WEEK plus 21 


Snap/Lock, 


Local Sunday Supplements 4" Drill 


Houston 


Huntington, W. Va. 


Indianapolis 
Jacksonville, Fla. 
Kansas City 
Knoxville 

Los Angeles 
Louisville 
Lubbock 
Memphis 

Miami 


Milwaukee 
Minneapolis 
New Haven 
New Orleans 
New York 
Norfolk 
Oakland, Cal. 
Oklahoma City 
Omaha 
Peoria 
Pittsburgh 


SKIL CORPORATION, 5033 Elston Ave., Chicago 30, Illinois 


Skil Products 
64%", 7%" Saws, 
Jig Saw 
¥%," Drill, Snap/Lock 


Philadelphia 
Phoenix 
Portland, Ore. 
Providence 
Richmond 
Rochester, N. Y. 
Sacramento 
Salt Lake City 
San Antonio 
San Diego 

San Francisco 
Seattle 
Spokane 

St. Louis 

St. Paul 
Syracuse 
Tampa 

Toledo 

Tulsa 
Washington, D.C. 
Wichita 

West Palm Beach 








A development of Orangeburg and Flintkote Research Laboratories, 
new klean-kote Orangeburg Pipe has a tough, non-brittle, protec- 
tive coating for cleaner, safer handling. Ask your Wholesaler to show 


vouatengthnow. | aa\i-KOLG ORANGEBURG 


Root-Proof and Perforated Pipe 





Meet ye o> | 
the Lady — Jf : 


| , — | ” Ae 
in White a noarritation 


niece’ 
cig 
pte 


introducing = =si(‘éa FP presenting ... 

_an exclusive _ % idean-saote 
new development | NGEBURG 
in bituminized- ; E  Spestorated Pips 
fibre pipe ' 


Scientifically 
coated to 
reduce 
irritation 


only ; 
ORANGEBURG | 


another ORANGEBURG first! 


® 
FL TE Orangeburg Manufacturing Co., Orangeburg, N.Y. Division of The Flintkote 
NTKO Company, Manufacturer of America’s Broadest Line of Building Products 


*KLEAN-KOTE IS A TRADE MARK; U, S. PATENTAPPLIED FOR, SILVER-GRAY BAND REG PAT. OFF 
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Does your firm measure up? 


750 Dealers Qualify as Certified 


Home Improvement Centers 


N MID-JULY wires began going 
out to 750 lumber and building 
materials dealers telling them they had 
qualified for American Home’s “Cer- 
tified Home Improvement Center” 
program. 

Designation was based on comple- 
tion of a detailed questionnaire, plus 
nearly nine months of personal visits 
to yards by members of the maga- 
zine’s staff. 

No dealer was accepted who could 
not offer the public: 

* Design and planning assistance for 


any type of home remodeling. 

_* Free estimates on jobs of any 
size. 

* Adequate financing. 

* A complete showroom of quality, 
nationally-known building materials. 

Following the questionnaire, each 
dealer received a working blueprint 
of a two-bedroom house and the as- 
signment to sketch his idea for an 
added room. A later issue of A. L. & 
Building Products Merchandiser will 
roel several versions submitted by re- 
tailers. 





LUMBER 


W. Sth AT WASHINGTON 





FOXWORTH /\ GALBRAITH 


ba COMPANY 








TELEGRAM USED IN ADS by dealers to announce their se- 
lection as ‘‘Home Improvement Centers.” Illustration shows 
insertion by Foxworth-Galbraith Lumber Co., Amarillo, 


Tex. 


The promotion originated with John 
Carter, editor, American Home, who 
became concerned over his readers’ 
problems in finding an honest remod- 
eling firm. 

“The homeowner,” Carter says, 
“must be provided with some easily 
obtained and inexpensive aid in design. 
We felt, too, it was high time for the 
home improvement industry to be 
taken out of the hands of sharp opera- 
tors who have cheated the people and 
given home improvement an unsavory 
reputation.” 

“Someone has to sell home improve- 
ment the way the customer wants to 
buy it. We, at American Home, be- 
lieve that the local, reputable lumber 
and building materials dealer is the 
logical one to do this,” Carter con- 
cluded. 

Dealer endorsement. Retailers who 
have qualified will be listed in the Au- 
gust issue of the magazine and en- 
titled to display a symbol provided 
showing they are American Home 
“Certified Home Improvement Cen- 
ters.” 

Editor Carter tells his readers that 
the selected dealers are honest, re- 
liable and equipped to serve the con- 
sumer. It goes well beyond a simple 
listing of names. Special materials 
keyed to package selling of home im- 
provements are also planned. 

Survey results, The figures shown 
on the facing page are the first ever 
obtained pin-pointing what it takes to 
properly serve the remodeling mar- 
ket. 

In preparing the program, the edi- 
tors of American Home consulted with 
Long-Bell, Hines Lumber Co., Gross- 
man & Sons and hundreds of leading 
independent retailers. Suggestions 
were solicited from National Retail 
Dealers Association, the Home Im- 
provement Council and all regional 
lumber dealer associations. American 
Lumberman served as a consultant as 
the program evolved. 
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What The Leaders Offer In 
Home Improvement Services 


American Home magazine editors say that the 
following services are necessary for a good home 
improvement business, based on consumer. needs. 

The percentages indicate how many of the dealers 
the magazine selected for their promotion program 
offer each of the services. (See facing page for de- 
tails of the promotion program.) 

76.4% have an architectural and design service. 
(Of those who don’t have their own design serv- 
ice, 80.6% retain services of private architects) 
(23.7% charge for architectural and design serv- 
ice, while 14.3% “sometimes” charge for this 
service). 

90.3% supply working drawings. 

(25.4% charge for the drawings). 

98.6% send an estimator on house calls. 


FTC Charges 3-M Co. 
Broke Antitrust Laws 


WASHINGTON—Minnesota Mining & Manufacturing 
Co. last month was accused by the Federal Trade Com- 
mission of breaking antitrust laws. 

Challenging 3-M’s 1956 acquisition of Prehler Electrical 
Insulation Co., Chicago, and Insulation & Wires, Inc., 
Ft. Wayne Ind., the FTC said the firm bought up the 
second and third largest competing distributors of elec- 
trical insulation products. Minnesota Mining is the largest. 

As one of the largest producers of roofing granules, 
coating abrasives and highway advertising materials, Min- 
nesota Mining last year had net sales of $446 million, 
compared with $108 million in 1948, the FTC said. 

Its complaint charged acquisition of the two firms by 
3-M “may substantially lessen competition” or create a mon- 
opoly in manufacture, distribution and sale of electrical 
insulation products. 

The FTC claimed the acquisitions made 3-M the largest 
distributor in the industry, accounting for about 29% of 
total sales by distributors. 

Minnesota Mining could be ordered to surrender own- 
ership of either or both the two acquired companies. 


G-E Cuts Refrigerator-Freezer 
Prices, Lays Off 900 Workers 


LouisviLLE—General Electric Co. announced factory 
price reduction on four refrigerator-freezer models, but 
declined to specify how much. 

A check of several G-E dealers indicates wholesale 
prices of models involved have been cut from $10 to $40, 
depending on the area. Most dealers sai¢ they would pass 
along the reduction to customers. 

In addition, G-E said it plans to lay off 900 workers at 
Appliance Park here August 4. Both moves were “to bal- 
ance inventories.” 

This lay off will bring to 1,927 the number of appliance 
workers let go for indefinite periods this year. Most of the 
new layoffs will be in the household refrigerator depart- 
ment, the company said. 

Total G-E employment here is now “slightly over” 10,- 
000. A spokesman said failure to make a worker reduction 
at this time “could only result in a widespread reduction 
later.” 


NRLDA To Feature Materials 
Handling in November Show 

WasHINGTON—One highlight of the 7th annual Na- 
tional Retail Lumber Dealers Association Building Ma- 
terials Exposition in San Francisco, November 13-16 will 
be materials handling equipment and techniques never be- 
fore shown to the industry. 

Four-day demonstrations of new truck bodies and car- 


(2.7% charge for this service). 

84.4% provide a list of materials for home improve- 
ments. 

92.5% specify brand and grade of materials. 

95% help customers select contractor. 

60.6%: have their own financing service. 

(90.4% arrange financing through local bank, or 
other lender). 

94.6% are equipped to design remodeled kitchens. 

89% handle the entire remodeling job. 

92.2% have a retail showroom. 

34.7% have a separate “Home Improvement Cen- 
ter” in the showroom devoted exclusively to mer- 
chandising home improvement products. 

21.7% conduct home improvement clinics. 


riers for handling complete house loads and equipment and 
methods for economical handling of small numbers of 
components will be keyed to yards of all sizes. 

NRLDA materials handling director James V. Wright 
said the small operator will be as interested as the big 
volume dealer in demonstrations and clinics. 

A block of Fulton St. will be set off for a field trip 
where new standard lumber units will be shown under 
actual working conditions. Latest component handling 
methods will also be exhibited there. 

Dealers attending the sessions will receive a list of 
mills who plan to ship lumber in new unitized packages 
according to the recently-adopted NRLDA materials han- 
dling standards. 


J-M To Raise Price of 
Insulated Ceiling Tile 

New York—Dealer price of plain and painted Johns- 
Manville Corp. insulated board ceiling tile will go up $5 
per thousand square feet effective with July 24th orders 
and July 31st shipments. 

This was announced by Building Products Div. of sub- 
sidiary Johns-Manville Sales Corp. “to offset increased 
costs.” A spokesman said no changes are planned in the 
price of acoustical tile. 





_— 


ANIMATED CARPENTER’S left arm rules made-to-measure 
lumber in center of Weyerhaeuser Company's exhibit sched- 
uled for the November NRLDA convention in San Francisco. 
Lighted panels at either end of the 30’ showpiece identifies 
the firm. Water-repellant lumber is boosted behind division 
insignia at left; beveled siding, vertically-applied, is high- 
lighted in lounge area at right. Visiting retail building ma- 
terials dealers can talk privately with company personnel 
there. 
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Consoweld Adds Gigantic 
Plastic Laminating Press 


WISCONSIN Rapips, Wis.—Conso- 
weld Corp. put into operation on July 
7th the world’s largest plastic lamin- 
ating press. It stands 28’ high and 
weighs more than 300 tons with all 
equipment. 

Built in West Germany for about 
$250,000, the press is the firm’s fourth. 
It can turn out 180,000 square feet of 
plastic laminates daily, the equivalent 
of countertops for 4,500 homes. 

Heat and pressure are applied to 
specially treated paper sheets to trans- 
fer them into hard plastic 5’ x 12’ 
panels for countertops, furniture, d°- 
nette tables and wall surfacing in var- 
ious sizes, colors and patterns. In- 
creased output from this installation 
is expected to help Consoweld con- 
tinue its growth. 

History. Organized in 1953 by Con- 
solidated Water Power & Paper Co., 
Wisconsin Rapids (74% of the stock) 
and Howard Smith Paper Mills, Ltd., 
Montreal (26% interest), Consoweld 
is the largest laminated plastic manu- 
facturer in Wisconsin. 

The original 110,000 square foot 
plant built in 1954 was expanded 18.,- 
000 square feet by a warehouse addi- 
tion in 1957. Plant design incorpo- 
rated space for the new giant press. 
With a potential production of 3,000 
panels a day, the new press is expected 
to increase Consoweld employment by 
50 from its present 321 persons. 

Since 1954 the plastic industry has 
doubled its sales volume and Conso- 
weld has been well ahead of the in- 
dustry average. For the last 17 months 
the plant has been operating 24 hours 
a day, seven days a week to catch up 
with demand, officials said. Sales in- 
creased 34% last year. 

It was during World War II that 
Consolidated began making plastic ma- 
terial. Industrial laminates were used 
in airplane parts, glider floors, land 
mines and ammunition boxes. After 
the war the firm developed a line of 
decorative plastic surfacing. 

In 1954, newly-organized Conso- 
weld pioneered in making 5’ x 12’ 
laminated plastic panels. Distributors 
can keep less inventory and cut smaller 
size panels from the large ones. Con- 
soweld started with 55 distributors, 
now has 107. Furniture and dinette 
manufacturers are served directly from 
the plant. 

President Stanton W. Mead said the 
Color Research Institute of Amer- 
ica provides information on color and 
design of the paper sheets. Emphasis 
is placed on consumer buying desires 
rather than company selling in con- 
trolled motivational research. He 
noted: 

“We are adding this modern press 
to give Consoweld the productive ca- 
pacity we believe will be necessary to 
meet expected growth in the laminated 
plastics industry.” 

Mary Alice Fox of Sheboygan, 
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WORLD'S LARGEST plastic laminating 
press weighing 300 tons is now in oper- 
ation at Consoweld Corporation's Wis- 
consin Rapids, Wis. plant. Capable of 
producing 180,000 square feet of lam- 
inated plastic daily—equivalent of coun- 
ter tops of 4,500 homes—the unit stands 
28’ high. Assistant manager H. M. Braz- 
ener points out steam pipe feature to en- 
gineering superintendent M. G. Saunders, 
left, and J. A. Davies, general sales 
manager. 


1959-60 Miss Wisconsin and runner- 
up Miss America, started the giant 
press on its initial run. 

“This press will help us maintain 
good customer service and efficient 
plant operations,” said general man- 
ager J. G. Somers. “We anticipate 
continued quality production and ag- 
gressive sales programs will further 
help this trend.” 


FHA Refutes Roofing 


WASHINGTON—Refuting a charge 
it has “knowingly ignored the basic 
importance of the roof” of a house, 
the Federal Housing Administration 
said 20-year bonding of asphalt shin- 
gle roofs is “not justified.” 

Declaring it would be inconsistent 
with its policy “to raise the cost of 
housing unnecessarily by institution of 
an unwarranted requirement,” FHA 
pointed out no evidence has been pre- 
sented to support the claim that as- 
phalt shingles have a maximum life 
expectancy of 10 years. 

Lloyd A. Fry, board chairman of 
Lloyd A. Fry Roofing Co., Summit, 
Ill., charged before both the Senate 
and House housing subcommittees that 
FHA standards require “only the 
cheapest, low quality asphalt shingle 
that is produced.” (A.L. & Building 
Products Merchandiser, June 20). He 
asked that the congressional subcom- 
mittees have FHA amend its MPS to 
require roofs be “bonded, or reliably 
guaranteed, to last for a minimum of 
20 years.” 

FHA replied that Fry’s requests for 
heavier than 210-Ib. shingles and 20- 
year bonds “have been given careful 
study” in the past and “neither could 


Home Improvement Confab 
Set for September 15-18 

New York-—The second annual 
home improvement industry confer- 
ence, sponsored by Home Improve- 
ment Products Association for alumin- 
um building products manufacturers 
and suppliers has been set for the 
Concord Hotel, Kiamesha Lake, N.Y. 
September 15-18. 

Storm window, metal awning, alu- 
minum siding and credit sessions are 
scheduled for Friday and Saturday 
meetings, HIPA executive director 
David Winnick said. Cost accounting 
seminars are also slated. Registration 
fee is $25 for HIPA member firms 
and $50 for others. 


HIPShow Will be Held 
In New York, Feb. 9-11 


New York—More than 20,000 
building materials dealers, moderniza- 
tion contractors and specialty dealers 
are expected to attend the 1961 
HIPShow in the Coliseum next Febru- 
ary 9-11, according to David E. Win- 
nick, executive director, Home Im- 
provement Products Association. 

Exhibitors’ orders for space are 
running 15% ahead of last year, Win- 
nick said. He maintained building 
materials producers who didn’t partici- 
pate before have shown “unprece- 
dented interest” in the 1961 show. 


Stewart Lumber Names Wright 

MINNEAPOLIS—John R. Wright, 
former general sales manager of Vil- 
laume Box & Lumber Co., has been 
named millwork department general 
manager of Stewart Lumber Co. here. 
He will have charge of both wholesale 
and retail millwork sales. 


Executive's Blast 


be justified.” Conventional 210-Ib. as- 
phalt shingles comply with federai 
specifications SS-S-298 and SS-S-300. 

The agency added that expected life 
of these shingles “will vary with the 
climate, being about 10 to 15 years 
in the south, 15 to 20 years in central 
parts of the country, and 20 to 25 
years in the north.” 

Dr. H. R. Snoke, chief of floor, 
roof and wall coverings section, Na- 
tional Bureau of Standards, stated “it 
is not possible to assign a definite ser- 
vice life to particular roofing materials 
in the continental U. S.” 

He added that many variables in- 
cluding, climate, roof pitch and ex- 
posure, application weather conditions 
and workmanship, shingle type, qual- 
ity of asphalt, weight and type of felt 
and quality of back coating or sur- 
facing “may influence a shingle’s dur- 
ability.” 

Minimum specifications are much 
more desirable for its purpose, the 
FHA indicated. FHA is reluctant to 
place dependence on bonds or guar- 
antees. Guarantees have been used 
only where FHA finds it impossible to 
place complete reliance on specifica- 
tions, the agency said. 
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MR. 0. A. MOELLER, MOELLER FLOORING COMPANY, INC., FAIRFAX, VA. 


TOP FLOORING CONTRACTOR SAYS: “‘We 
have used LaBelle Cut Nails since 1915 . . . knowing 
from long experience that they do the job for which 
hardwood floors laid with cut nails are famous.” 


N.Y. Regular 


Light 
Flooring Finishing Flooring 


‘ 


There’s one sure way to get the straight story 
on flooring nails. Ask old pro’s like O. A. 
Moelier and Mel Lane. They’ve used and 
sold LaBelle Cut Nails for years. 

They'll tell you LaBelle Cut Nails are 
best—draw floors up tight and squeak-free 
for life. No wonder Wheeling LaBelle Cut 


WHEELING CORRUGATING COMPANY 


) CUT NAILS BY WHEELING 


oO , 4 


MR. J. MELVIN LANE, LANE LUMBER COMPANY, INC. , ROCKVILLE, MD. 


TOP LUMBER DEALER SAYS: “We 
have handled Wheeling Cut Nails for over 
10 years ... because they provide tight, 
lasting hardwood floors.” 


Nails are first choice with pro’s everywhere! 
Get the complete story from your Wheel- 

ing man. He’ll show you what other pro’s 

are saying about LaBelle Cut Nails — from 

the laboratory of actual experi- 

ence! Wheeling Corrugating 

Company, Wheeling, W. Va. 


+ IT’S WHEELING STEEL! 


Immediate delivery on all stocked items from these warehouses: Boston, Buffalo, Chicago, Columbus, Detroit, Kansas City, 
Louisville, Minneapolis, New Orleans, New York, Philadelphia, Richmond, St. Louis. Sales Offices: Atlanta, Houston. 
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Aluminum Home Houses U. S. 


Exhibit at Italian Fair 


Aluminum sandwich wall and roof 
panels are highlighted in the U. S 
exhibit at the 12th home and school 
design exposition, which opened last 
month in Milan, Italy. 

Aluminum Co. of America’s home 
design, to show “typical” American 
family living, features extruded alu- 
minum structural members and Alply 
foamed polystyrene sheathed in alumi- 
num wall and roof panels. Douglas 
fir, hemp fabric and advanced plastic 
materials are among the 27 products 
used in the home. 

Suspended on aluminum channels, 
the house is movable. Furnishings are 
products not seen in Europe before. 
The home will be displayed in the 
U.S. following the close of the Trien- 
nale in November. 

Containing less than 1,000 square 
feet, the Alcoa home, which also 
houses the U.S. exhibit, is designed 
about a center core of storage and 
bath facilities and air-conditioning 
equipment. 

Kitchen and dining room form one 
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MODEL OF ALCOA aluminum home, 
which is being displayed at international 
design exposition, Milan, Italy, is built in 
the form of a cross off a central core. 
Alply structural sandwich panels of 
foamed polystyrene sheathed in alumi- 
num form the walls and roof. 


arm of the cross branching off from 
the center core, living room another, 
master bedroom a third and student’s 
study and bedroom the fourth. Lanais 
off each bedroom and kitchen permit 
outdoor living. 





Flintkote Buys Sealzit, 
Adds Roofing Application 


New York—Purchase by The 
Flintkote Co. for more than $1 mil- 
lion of Sealzit Co., Riverside, Calif. 
maker of spray guns and accessories 
for resin, binder and plastic applica- 
tion, has been announced by chair- 
man and chief executive officer I. J. 
Harvey, Jr. 

He also revealed the Monoform sys- 
tem of roofing, recently perfected 
by the Flintkote research department 
and product development group. Seal- 
zit makes a spray gun especially de- 
signed for Flintkote for application of 
commercial and industrial roofing on 
flat or uneven or free-form roofs. 

Monoform can be used to apply 
sidewalls, insulation, sound deaden- 
ing, pipe coating, water tank corrosive 
protection, for maintenance and re- 
pair and in water proofing animal 
shelters or irrigation ditches. 

Flintkote Co. said the Sealzit gun 
can incorporate chopped fibers into a 
specified coating, rapidly creating a 
film of greater strength at low cost. 

Equipped with three nozzles, one 
for glass fibers, the other two for 
coatings, the Sealzit gun has a pump 
and compressor to force coating 
material triggered through hoses. 
Chopped fibers may be combined in 
continuous flow with crushed rock, 
vermiculite, sand, roofing granules, 
metallic powders or decorative flakes. 

Flintkote plans to license the Mono- 
form system and lease guns to quali- 
fied contractors. 
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Denver Dealer Group 
Elects Gittings Chief 


DeNveR—Clark R. Gittings, head 
of Gittings Lumber Co. here, has been 
elected president of WOOD, Inc., 
newly formed metropolitan area re- 
tail building materials dealer organiza- 
tion to promote wood. 

John H. Stark, Stark Lumber Co., 
is first vice-president, Edward W. 
Leonard, Denver Wood Products, sec- 
ond vice-president, Donald B. Richard- 
son, Richardson Lumber Co., secretary 
and O. K. Stookesberry, O. K. Lumber 
and Hardware Co., treasurer. 


Masonite Pushes 1960 
‘‘Retailer-of-the-Year’’ 


Cuicaco—Masonite Corp. has 
urged its wholesalers to co-sponsor re- 
tail building materials dealers in the 
1960 “Retailer-of-the-Year” contest. 
Leading merchandisers will be hon- 
ored by the Brand Names Foundation. 

The enrollment fee of $10 is waived 
when Masonite, an industry member of 
Brand Names Foundation, signs up a 
retail lumber dealer. In the recent 
awards dinner, four of the five top 
1959 winners were lumber dealers 
nominated by Masonite salesmen, it 
was noted. 


Security Expands Board 
Detroit—Security Aluminum Co. 
announced election of Hugh R. Purdy, 
Hugh R. Purdy & Associates, business 
consultants, and J. Donald McLeod, 
Dahlberg, Simon, Jayne, Woolfenden 
and Gawne, attorneys, as directors. 


Free Budgetary Counseling 


Wausau, Wis.-——Free counseling 
service on use of budgetary controls 
is being offered by The Crestline Co., 
window manufacturer, to its U.S. 
dealers. Treasurer and controller Sid- 
ney R. Catsiff heads the budgetary 
contro! service, said president L. T. 
Riordan. 


Morgan To Build Warehouse 

Cuicaco—Morgan Sash & Door 
Co. will build a new brick and steel 
200,000 square foot office and ware- 
house on eight acres in suburban 
Broadview. It will provide office, shop 
and warehouse facilities for distribu- 
tion of millwork and related products 
under vice-president and general man- 
ager P. E. Malinger. The firm is a 
subsidiary of the Morgan Co., Osh- 
kosh, Wis. 


Boise-Cascade Names Brown 


SaLt Lake Crry—Boise-Cascade 
Corp. has appointed Donald W. 
Brown, sales manager of its subsid- 
iary Morrison-Merrill & Co. Salt 
Lake City Div., director of marketing 
for its wholesale building materials 
division. 

Vice-president Herbert H. Gott- 
schall, Salt Lake City manager named 
Chet Homburg to replace Brown as 
sales manager and Dan B. Hogan di- 
rector of purchasing and office man- 
agement. 

M orrison-Merrill operates 10 
branch warehouses in Utah, Idaho, 
Colorado, Nevada and Washington. 
It also services building material deal- 
ers in Alaska and Hawaii. 


Drazen Sons Head Firm 


NortTH HAVEN, CoNN.—Charles E. 
Drazen, former vice-president, has 
been elected president and treasurer 
of the Drazen Lumber Co. here suc- 
ceeding his father, Harry, who died in 
June. Brother Jack I. Drazen was 
named vice-president and secretary. 


HEAVY-DUTY PAPERBOARD covers on 
all-steel strapped pallets or skid loads 
now protects Weyerhaeuser Co. Silvatek 
Div. Versabord particle board shipments 
to distributing yards. A final step in the 
firm's quality control program, the top 
and bottom protective cover keeps the 
underlayment and building panels in best 
possible condition, prevents soil and 
damage. Each cover is titled along the 
folded edge and bears the grade stamp 
on top for quick identification. 
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Silver Dollars Sold for 89 Cents 


Tirton, Ga.—Tifton Lumber Co. 
here, celebrating its 25th anniver- 
sary, sold a total of 286 silver dollars 
for 89 cents each. 

Any customer was entitled to this 
bargain in dollars when he purchased 
$5 worth of merchandise. 

“When you figure you sell $5 worth 
of material, the discount is only 2% 
in this plan. But it’s an 11% discount 
on the silver dollar,” commented Al- 
len Johnson, Jr., manager of the vet- 
eran Georgia company. 

Employes were paid during the cel- 
ebration with silver dollars and most 
of the company’s bills were also paid 
with the coin. Every silver dollar 
had the dealer’s anniversary seal ad- 
hered to it. 

Another anniversary traffic-builder 
was a prize for the visitor who brought 
the oldest Tifton Lumber sales ticket 
to the yard during the anniversary. 
So many people brought in old sales 
tickets that two prizes were awarded 
instead of one as planned. 

The lumber company placed a full- 
page ad in the Tifton Gazette to pro- 
mote the celebration. “We don’t know 
any better way to get so much pub- 
licity for the amount spent,” Johnson 
said. The ad cost Tifton Lumber $211. 

Johnson reported that his compa- 
ny’s business is ahead of last year and 
estimated profits for the same period 
are also ahead of 1959. 





Dealer Spotlights Kitchens 
For Newlyweds’ New Home 


Bidding for business from soon-to- 
be-marrieds, Rutland Lumber Co. 
joined hands with 28 retailers in the 
Albany, N.Y. area in a newspaper 
promotion to help young people 
choose furnishings for their planned 
homes. 

Rutland Lumber featured a sales- 
man in a quarter-page ad showing 
a bride-to-be how a built-in range 
would look in her new kitchen. He 
explained it could also be included in 
modernization plans. 

The story of an engaged couple, 
was told in an 18-page newspaper 
supplement. 

Rutland’s ad advised: 

“If you are thinking of a built-in 
appliance, why not let salesman Don 
Fisk show you our selection?” 


New Flooring Packages 

New YorkK—Olin Mathieson Chem- 
ical Corp. now packages all flooring 
shipped from its Shreveport, La. plant. 
Each package contains 1,000 board 
feet, weighs about a ton. 

A corrugated container has been 
developed by the Packaging Div. that 
is said to keep flooring bright and 
clean until it reaches the user. 


Gerrard Shifts Plant 


Des Pvaines, ILLt.—A. J. Gerrard 
& Co., steel strapping and supplies 
maker, has moved into its new 80,000 
square foot plant. It formerly occupied 
a 40,000 square foot plant in Melrose 
Park, Iil. 

Manual handling of steel strap dur- 
ing manufacture has practically been 
eliminated in the new plant, it is said. 


NAMED TO COORDINATE the American 
Hardboard Association's Plus Values ad- 
vertising and public relations program in 
Chicago is Frank J. Rovsek, new assistant 
executive secretary. He has been execu- 
tive secretary of the Forest Products Re- 
search Society, Madison, Wis. 
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NOW AVAILABLE 
IN QUANTITY 








GOLD PLY 
PLYWOOD 


PICKERING LUMBER CORPORATION 


Manufacturers Of Quality Forest Products 


Phone: (Sonora) JEfferson 2-7141 
(Tuolumne) WAlnut 8-4213 


TWX: SNRA 116-U 


Mills: Standard, Calif., and Tuolumne, Calif. 


Member Douglas Fir Plywood Assn. and Western Pine Assn. 
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Management Help for Home Improvement 


New York—The Home Improve- 
ment Council has completed publica- 
tion of its management guide, “How 
to Operate a Profitable Modernizing 
Business.” 

HIC executive director Ed Hall an- 
nounced that several hundred copies 
of the manual (illustrated at right) 
have been mailed to advance pur- 
chasers. 

Written by Don Moore, whose New 
York marketing and public relations 
firm counsels a number of leading 
modernizers, the manual contains 
more that 200 pages on every phase 
of management, including market 
analysis, merchandising and advertis- 
ing, estimating, pricing and cost con- 
trol. 

The price is $10 for HIC members, 
$25 for non-members, from Home 
Improvement Council, Dept. AL, 87 
Madison Ave., New York 16, N. Y. 


2-VOLUME MANAGEMENT MANUAL 
available from the Home Improvement 
Council. 





Ft. Wayne Dealer Named 
Certain-teed Distributor 

Fr. Wayne, INp.—Old Fort Sup- 
ply Co., Inc. observed their appoint- 
ment as distributor of Certain-teed 
Products Corporation’s full line of 
products by being host at a meeting 
of the Ft. Wayne Home Builders As- 
sociation. 

Morris C. Hoven, Certain-teed roof- 
ing and siding division sales manager, 
reviewed the firm’s “Color and Com- 
fort” program tied-in with Owens- 
Corning Fiberglas | Corporation’s 
“Comfort Conditioned Home” pro- 
motion. 

Certain-teed also announced open- 
ing a newly-acquired Minneapolis 
warehouse, which becomes a storage 
and shipping center for building ma- 
terials dealers west, southwest and 
northwest of Minneapolis. 


Build for 50¢ a Square Foot 


A portable storage shed for retail lumber dealer use has 
been developed by Wendell Scott, manager of Progress 


Lumber Co., Redwood City, Calif. 


Easily moved by fork lift truck, the temporary structure 
can be built for about 50¢ a square foot using idle labor 
and scrap material. Framing dimensions and overall size 
are fully flexible and the structure can be completely 


written off taxwise. 


Owens-Corning Names Cox 

ToLeEpo—Allan W. Cox has been 
named national distributor sales su- 
pervisor for Home Building Products 
Marketing Div., Owens-Corning Fi- 
berglas Corp. He has been manager 
of Low Temperature Insulation sales 
and head of Commercial and Light 
Industrial Insulation sales. 


Kordite Builds Warehouse 

Macepon, N.Y.—The Kordite Co. 
expects to complete a new 28,000 
square foot $500,000 warehouse this 
year, the plastic products division of 
National Distillers and Chemical Corp. 
said. 

President Howard J. Samuels said 
other warehouses will be constructed 
in Jacksonville, Ill. and Woodland, 
Calif. to permit “same-day shipment”. 











Scott, a member of NRLDA materials handling com- 


mittee, recommends the slightly bowed roof be made of 


17 


material covered by roofing felt or tar. Turnbuckle rods 
attached to side members keep the roof shaped. Footings 


are concrete-filled 55 gallon drums. 


Illustrated shed is 17’ wide, 21’ long and 17’ high from 


bottom of footings to side members. 


President OK's Renewal 
Of VA Housing Program 


WASHINGTON—President Eisen- 
hower, despite objections, signed a 
two-year extension to 1962 of two 
Veterans Administration housing as- 
sistance programs which would have 
expired July 25. 

Under one program, the VA guar- 
antees repayment of private loans to 
World War II veterans for housing, 
businesses or farms. The other au- 
thorizes the VA to make direct hous- 
ing loans to WW II or Korean War 
veterans who live in areas where 
credit is scarce. 


Gardiner To Head 
Roseburg Sales 

ROSEBURG, Ore.—Charles S. Gar- 
diner, home office sales executive 
and former southeast sales represen- 
tative, has been appointed general 
sales manager by Roseburg Lumber 
Co. He replaces Earl Bleile. 

President Kenneth Ford also an- 
nounced creation of a south Atlantic 
sales territory with representative 
William G. Kelley headquartered in 
Richmond, Va. 


Distributor Names 3 

PORTLAND, OreE.—Building mate- 
rials distributor Fiddes-Morre & Co. 
has named vice-president and co- 
founder Emory Moore as executive 
vice-president. He will maintain his 
office here. 

Bruce Mallery, in charge of ply- 
wood purchases, has been appointed 
vice-president and assistant secretary. 
His headquarters will be Franklin 
Park, Ill. 

Bruce Fulton, assistant general 
manager of parent Evans Products 
Company’s Western Div. at Coos 
Bay, Ore. has been named vice- 
president and assistant treasurer. He 
also will be based at Franklin Park 
and retain his title as assistant sec- 
retary and assistant treasurer of Evans. 
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Walls: Platinum Walnut in Random and painted Perforated. Each wood- 
grain finish comes in Blok, Verti, Random, Plain and Perforated patterns. 


PLATrEBOAR TD 
New PLATINUM WALNUT Wood-grain Finish GLAIMIOR: WALLS 





BUILDING SUPPLY DEALERS ARE REACHING A 
TRIPLE-VOLUME MARKET WITH THESE BEAUTIFUL 
FACTORY-FINISHED PANELS! 


Builders and remodelers can add “glamor” to 
their rooms and still keep costs low. Home handy- 
men can panel existing walls or build new ones 
easily—at a fraction of the cost of most wood sur- 
facing materials. 

Wood-grain finish PLATEBOARD, the improved 
hardboard, is helping dealers increase sales and 
profits because PLATEBOARD'S unique combi- 
nation of distinctive beauty and low cost (both mate- 
rial and construction) makes wood-grain finish 
paneling within practically everyone’s reach. 


by Abitibi 


Now available in Oak, Natural Walnut, Platinum 
Walnut or Autumn Walnut wood-grain finishes, 
and in five attractive patterns of Plain, Random, 
Verti, Blok and Perforated, sturdy PLATEBOARD 
panels are ideal for homes, offices, commercial 
establishments, and other interior applications. 

Abitibi offers a complete line of hardboard and in- 
sulation board products—all available in mixed car- 
load shipments from our mill at Alpena, Michigan. 


WRITE US TODAY FOR YOUR PACKAGE OF SALES 
PROMOTION MATERIALS THAT EXPLAIN HOW YOU 
CAN CASH IN ON THIS TRIPLE-VOLUME MARKET 
WiTH GLAMOROUS WOOD-GRAIN FINISH PLATE- 
BOARD BY ABITIBI. 


Better building products through research in wood chemistry. 


ABITIBI CORPORATION General Sales Office—Detroit 26, Michigan +» Manufacturing Plant—Alpena, Michigan 





Autumn Walnut 





Natural Walnut 


Platinum Walnut 


Problems and Profits of Small-Town Dealers 


Is The 


f.; Small-Town 


Dealer 


Fading Away? 


ART BONINE’S goal: to make Lakeland Lumber Company the 


remodeling headquarters of Cass County. 


NO! 


On the contrary, there’s a growing number of small-town dealers who are skillful man- 
agers, hard workers and as shrewd as any big-city cousin. 
They are successful despite tough competition from cash-and-carry yards, shipped-in 
prefabs and seemingly static markets. They invariably maintain Dealer Sales Control. 
More often than not, these men are sons of lumbermen or builders, such as Art 
Bonine, above, whose many-faceted Lakeland Lumber Co. operates in (and all 
around) Vandalia (pop. 360) and Cassopolis (pop. 1,527), Mich. 

Nobody need worry about the demise of the small-town dealer as long as the industry 
keeps producing men like Art Bonine. 


VANDALIA, MicH.—Art  Bonine 
doesn’t have all the answers—wishes 
he did. So this is not a “success story” 
in terms of fabulous profits at Lake- 
land Lumber Company. 

It is the story of a dealer who feels 
that his small-town and rural market 
has a great potential and aims to de- 
velop it through Dealer Sales Control. 

Like most dealers, Art has his prob- 
lems. And he doesn’t try to sweep 
them under the rug. No. 1, perhaps 
is management. He needs a combina- 
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tion salesman and competent construc- 
tion superviser, a man capable of sell- 
ing the job and following through. 

Right now Art is doing all these 
things himself and necessarily spreads 
himself rather thin. A qualified sales- 
man-construction man, capable of 
sound, independent decisions, could 
spell Art. Such a man commands a 
good salary. And where to you find 
him? 

More ms. There is also the 
problem of selling new ideas and tech- 


niques to everyone in the organiza- 
tion. Although the firm has good cred- 
it lines, its small speculative building 
venture, new ready-mix plant and big- 
scale remodeling project have been 
substantial investments. 

And when these investments do not 
show a prompt, if not substantially 
profitable return, Art can’t help won- 
dering if he did the right thing. Nev- 
ertheless, he continues to promote and 
expand. He believes in business diversi- 
fication. 
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Last year’s volume of about $500,- 
000 was about equally split among the 
retailing, contracting and manufactur- 
ing divisions. His retail store, situated 
in the country on_heavily-traveled 
state route No. 60, is an excellent 
location, Art feels, for stepped-up 
walkin trade. 

He has new store plans drawn by 
Jim Lindenberger, American Lumber- 
man’s architectural consultant, and 
hopes to start building next year. 

With a background of 15 years in 
construction, it is natural that Art is 
active in both new home building and 
remodeling. He has three building 
mechanics full-time on his payroll. One 
man can handle plumbing, electrical 
and heating work; another is a painter- 
decorator and a third is general 
labor. Other work, including carpen- 
try, is subbed. 

Among the remodeling projects go- 
ing last month were an added porch, 
a remodeled cottage, a new family 
room and remodeled rest rooms in 
the Cass County Building. 

Cass County is dotted with scores 
of lakes, sites of many homes and cot- 
tages built by Art Bonine. 

Complete remodeled house. But the 
major remodeling project promotion- 
ally is a 70-year-old house completely 
redone in cooperation with Life mag- 
azine. This project cost $11,000, ex- 

(continued on next page) 





READY-MIX PLANT was opened by Lake- 
land Lumber last spring as another step 
toward complete Dealer Sales Control. 


THIS REMODELING JOB involves the 
kitchen, family room and roof renovation 
in a cottage on Lake Diamond. It will 
run around $3,000. 
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REMODELING PROMOTION centers around 70-year-old house, which was completely 
remodeled in cooperation with Life. Some 400 people turned out for open house on 
rainiest spring weekend. 


TRAILER SIDEWALL PANELS in 27’ sections are fabricated in 
Lakeland Lumber's shop, then hauled to nearby Cassopolis 
trailer manufacturer for final assembly. 
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clusive of lot and while it has at- 
tracted considerable favorable com- 
ment, Art is frank to say that the re- 
sponse has been below his expecta- 
tions. Over 400 people visited the 
house on the rainiest spring weekend; 
additional promotion is planned. 

The two-story house features three 
large bedrooms, a utility room and 
large kitchen-family room. Mr. and 
Mrs. Bonine keep open house each 
Sunday afternoon at the model home, 
located next door to their own house. 

Art uses a Polaroid camera to 
help get fast estimates and complete 
sketches on remodeling jobs. He brings 
the picture back to Dick Richter, a 


Michigan State light-construction grad- 
uate, who does a complete sketch after 
being filled in verbally. 

Shop activity. Seven men in the 
Lakeland Lumber shop work mainly 
on 27’ panel sections which are sold 
to American Coach Company in near- 
by Cassopolis for trailer sides. Most 
of the coaches use four 27’ panels. 
Lakeland does all the precutting, 
framing, glueing and nailing of the 
plywood sheets. Business is down sub- 
stantially in this department this year. 

As a further means of controlling 
the sale, Art installed a ready-mix 
plant with two trucks this last spring. 
He feels this will enable him to get 








Here, for the first time, a: siding de- 
veloped specifically to boost your 
sales to builders of new homes... 
and increase their confidence in your 
company. Nu-Home Aluminum Sid- 
ing does both. Builders save on ma- 
terials and labor, eliminate painting 
time and lost time due to weather! 
Home owners are happier with Nu- 
Home’s beauty and years of freedom 
from maintenance and painting costs. 
And you can stand behind every de- 
livery with a Hastings 10-year fac- 











tory warranty against chipping, peel- 
ing and crazing. Get the complete 
story without cost or obligation. Mail 
the handy coupon today! 


MB Panels bonderized and vinyl-coated front and 
back. sap ts 


in white and 6 pastel colors. 
Mi Meets FHA standards. 
I Sold only to building supply firms. 
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ALUMINUM PRODUCTS, INC. 
Hastings, Michigan 


HASTINGS ALUMINUM PRODUCTS, INC, P&Pt SH. Hastings, Mich. 
Please rush me additional information on Nu-Home Alumi- — 
num Siding | 


Complete details for 


f.a stamp! ° 
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his foot in the door on sales involving 
other materials, starting with footings 
for lake cabins. He is just finishing a 
Pruden-frame warehouse, which will 
double as a general warehouse and 
sales tool. 

Compensatory pricing. A graduate 
of Art Hood’s workshop, Bonine has 
installed a compensatory pricing sys- 
tem for jag lots and volume deals. To 
establish a more accurate pricing struc- 
ture, Art analyzed every sales ticket 
for the first nine months of 1958 and 
established 20 major product catego- 
ries. Price adjustments were made 
with very little customer reaction. 

Another successful management 
move was the installation a 144% 
service charge on overdue accounts. 
Consequently, accounts receivable 
have almost been eliminated. At the 
same time, a strict collection policy 
was begun. 

“We didn’t lose over $200 in bad 
accounts last year,” remarked Art. 

Contractors are billed on the 25th 
to give them more time to bill their 
customers. If the contractor pays by 
the 10th, he gets an extra 5%. One 
contractor went so far as to establish 
an open credit account in one bank 
to take advantage of the discount if 
his customers are slow-paying. 

Collection letters. Two separate se- 
ries of collection letters have been 
prepared, one for regular accounts 
and ene for Bild-a-Accounts. The 
followup letter is sent out on the 
14th; the next on the 20th followed 
by a phone call on the 26th and six 
days later a certified letter. 

A final collection letter reads as 
follows: 

“Your account has been given to 
me for collection. You have been 
given three reminders this month and 
since you have not called about a pos- 
sible mistake in the bill, it is assumed 
that our records are correct. 

“Therefore, you must either let us 
right any wrong or settle your ac- 
count within five days. After that col- 
lection will be made by legal means.” 

Bookkeeper Duane Coplen handles 
collections and also the new VISI- 
record system, which gives a daily 
reading on each account. 

For a small-town yard, just the 
payroll involving 18 persons is a 
sobering consideration. Mrs, Bonine 
does the banking, pays the bills and 
handles the payroll. In addition, she 
serves as hostess at the model home. 


TWO-BEDROOM HOUSE, also near Lake 
Diamond, was built on customer's lot by 
Lakeland Lumber which has a painter- 


decorator, a general laborer and a 
plumbing, heating and electrical man 
on its own payroll. 


August 1, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





MINNESOTA PAINTS, INC 


\ CRACK 


o/ 
the big profit 


CUSTOM 
COLOR 
MARKET 


..eMINNESOTA PAINTS complete 
color planning and decorating 
center in 24" of space! 


Most unique color system in the industry makes 
everybody a color expert! Clerks can use the Color 
Studio without training . . . customers can make 
their own color selection easily. Here’s how MINNE- 
soTa Color Studio will save time, sell color for you! 

MINNESOTA Custom Colors require only a small 
inventory of base paints and colorants to meet any 
color demand. One compact color selector unit does 
the whole selling job. Color selector includes counter 
book which shows “‘color families” at a glance, plus 
professionally-planned color schemes for each. Also 
featured are ““Today’s Colors”, an always-up-to-date 
selection of the 20 most popular decorating colors 
in America. Color-indexed loaner book included. 





Each page of 
counter book shows 
professionally 
planned color 
scheme. 


All shades and 
tones of one color 
family on each 
page. 


Each color identi- 
fied by number for 
accurate color 
service. 


For complete information on how you can enter 
the big, profit-building custom color market at low 
inventory investment, mail the coupon. 


MINNESOTA PAINTS, INC. 
1101-3rd St. South « Minneapolis 15, Minnesota 
PLANTS: Minneapolis + Ft.Wayne + Atlanta + Dallas 


[_] Send additional information on Color Studio’s complete color plan- 
ning center. 


NAME___ 


ADDRESS 


Minnesota 
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How Much It's Used 


The Buying and Product Data is the most 
heavily researched issue of its kind pub- 
lished. Reader usage and retention is studied 
on a continuing basis by independent re- 
searchers and by the magazine’s own re- 
search staff. Reader inquiry cards are care- 
fully analyzed each year. These studies show 
that 


Nine out of ten lumber and building ma- 
terials dealers use it year-round 


e One out of two dealers using it year-round 
have an annual sales volume of more than 
$550,000—more than twice the national 
average 


e Three out of five dealers use no other regu- 
lar reference source for dealer buying data 


e Every dealer copy is used by an average 
of four persons with a buying function 
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... The Contents 


The Buying and Product Data File is the 
most complete reference issue of its kind pub- 
lished. It provides virtually everything a 
dealer needs to know before buying. It is 
both the encyclopedia and yellow pages of 
the building materials industry. Dealer’s 
check product specifications with it, use it 
for estimating, adding new lines. They use 
it to check sources of supply. They use it all 
year long to get more product information 
from advertisers before buying. 


Year after year, the Buying and Product 
Data File has been proved the best advertis- 
ing buy in the lumber and building materials 
industry. It is because of one reason: It is 
the most useful buying tool for lumber and 
building materials dealers ever created. Your 
AL&BPM representative will be happy to ex- 
plain more fully why the 1961 Buying and 
Product Data File is the basic issue to ad- 
vertise in to reach the dealer—from March, 
1961 through March, 1962. 
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Design Explain Why 


CLASSIFIED BUYING 
DIRECTORY TO 

PRODUCTS ADVERTISED 

A convenient, handy-to-use 
index of products listing ad- 
vertisers manufacturing them 
by page numbers of their ad- 
vertisements, 


CLASSIFIED INDEX FOR 
PRODUCT ESTIMATING 

Table, charts and text for effi- 
cient estimates are indexed by 
product category alphabetical- 
ly for easiest possible refer- 
ence. 


BRAND NAMES AND 

TRADE NAME DIRECTORY 

A complete alphabetical list of 
brand names and trade names 
of lumber, building materials, 
equipment and supplies in- 
dexed by manufacturer. 


CLASSIFIED BUYERS’ GUIDE 
TO MANUFACTURERS 
AND THEIR PRODUCTS 


A proved, well-used index, long 
a dealer favorite, brought up- 
to-date listing all manufactur- 
ers and products they make 
by product category. 


the number one advertising buy in lumber and building materials 
Financial 6-7788 











IMPORTANT STATISTICS — 
Check Your Schedules Now 


Date of Issue: Published as second March, 1961 

issue March 27, 1961. Display Ad Rates: Regu- 

lar dislay advertising rates apply, except for 
multiple page inserts, which earn special dis- 
counts. See Rate Card or SRDS. 

e Closing date: February 24, 1961 (Ad copy to 
be set should be received at least seven days 
in advance of closing) 

e Classified Display Ad Rates: 

$30 per column inch 
$20 per column inch to advertisers using 
display space in Product Data Sections 


e Closing Dates for Classified Ads: February 
24, 1961 
e Circulation*: 


Total Paid: 27,687 
Retail lumber & building materials dealers; 


23,993 

Building Materials Wholesalers: 2,183 
*A. B. C., Publisher’s Statement for 6. months, 
period ending December 31, 1959 
REMEMBER: advertising in the buying and 
Product Data File earns a Frequency rate in 
combination with your advertising in regular 
issues. 

















Problems and Profits 


Indiana 
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PACKAGES BEAT C&C—*“Despite 
cash-and-carry competition, we have 
shown sales gains for the past two years,” 
says Dud Moody, manager, Winnimac 
(Ind.) Lumber Co. “We are showing 
another good gain so far this year.” 

Selling complete packages, especially 
home improvement jobs, is the main rea- 
son behind these gains, explains Moody, 
who is just getting into complete one- 
stop service. 

Still more emphasis will be placed on 
the complete package when this yard 
starts handling panelized homes later in 
the year. 
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Colorado 


FARM REMODELING—To meet grow- 
ing competition, manager Red Sanford, 
Everitt Lumber Co., Ft. Collins, is 
getting into farm building conversions, 
plus components. 

“We are starting to remodel a farm 
building that should be of interest to 
other farmers. Specifically, we are work- 
ing with the State College on converting 
an old shed into an up-to-date milk 
parlor, which will provide facilities ne- 
cessary for a typical milk herd of 70-80 
cows. 

“When the building is completed, we 
will hold an open house.” 
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of Small-Town Dealers 


South Dakota 


WILL PUSH DSC—Although his volume 
is down about 20% for the first six 
months of this year, president M. E. 
Raben, Raben Lumber Co., Rapid City, 
expects to tie his 1959 sales. “We have 
stepped up our advertising in all media— 
newspaper, radio and TV. We look for a 
good fall as money isn’t as tight as it 
was in the early spring. 

“Our Dealer Sales Control program in 
land embraces a 39-acre building site, 
working closely with builders and home- 
owners. Our volume in the past seven 
years has gone from $750,000 to $1,- 
000,000.” 


Small-Town Dealers Tell What They're 


Nebraska 


PERSONALITY AND PROMOTION— 
“Our town has grown from 4,000 to 8,- 
000 in the last decade and we try to take 
advantage of this growth,” remarks Don 
Foxhoven, manager, Foster Lumber Co., 
Sydney, Nebr. “We try and do between 
$10,000 and $15,000 monthly and about 
50% of this volume is with the farmer 
by means of personal contacts. We sell 
everything a farmer needs from fence 
to steel-span buildings.” 

Foxhoven believes that sound promo- 
tion and the ability and personality of 
the employes have a lot to do with a 
firm’s success. 

“One of our latest ventures,” he ex- 
plains, “is exhibiting a model garage in 
a supermarket parking lot. We allow the 
supermart to utilize the building for 
storage and an outdoor selling area for 
their garden supplies.” 
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MORE PACKAGES—“Our net profit 
is improving because we're selling more 
packages,” says Keith Morgan, manager, 
Foster Lumber Co., Lyons, Kans. “We 
didn’t see the improvement until we be- 
gan selling the finished job. We give a 
complete price on the building. It keeps 
the customer from shopping around. 
About 50%-60% of our business is farm 
and ranch trade. 

“We’re going more and more into the 
hardware business,” added Morgan. “We 
recently increased our hardware business 
by $2,000. Now we're stocking deep 
freezes, refrigerators and bicycles. 

“The trend is toward county seat 
towns. In the past three years, Foster 
closed six Kansas yards that weren’t in 
county seat towns and purchased three 
Kansas yards located in county seat 
towns.” 
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Wyoming 


TURNS TO COMPONENTS—In Chey- 
enne, the capital of the cattle country 
in this area, Norman Spear, Spear Lum- 
ber Co., expects to build his profits 
with component construction. 

“We're going into components to keep 
in tune with the times,” he explains. 
“The small-town dealer has to recognize 
changing times. We foresee a great poten- 
tial in component business in this com- 
munity. 

“We started making trusses about a 
year ago and this business already ac- 
counts for about 10% of our volume. 
There is a big market for trusses in this 
range country—not only for new homes, 
but grain storage bins and machine 
sheds.” 


Farm and ranch people have been ex- 
posed to a new concept in living stand- 
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ARCHITECT HELPS SELL—Hal Mc- 
Collough, owner, Fernback Lumber & 
Supply Co., Cincinnati, believes the 
small-town dealer is being pushed harder 
and harder, especially by the prefab man- 
ufacturer. “You either have to produce 
components or turn to new markets,” 
asserted McCollough. “We have a full- 
time architect. He has helped develop 
farm trade, which has been very recep- 
tive to new ideas and materials. We re- 
cently designed and erected four build- 
ings in Indiana.” 


Michigan 





- Brice ie 
IT’S UP TO YOU—“What’s the future 
of the small-town dealer?” repeated Vic 
Boyer, manager, Central Builders Sup- 
plies, a co-op group of 150 yards, with 
headquarters in Burr Oak. 

“Same as always—it’s up the dealer 
himself. He has to keep up with the 
times. It may be components, remodel- 
ing, land development or home building 
or something else.” In any event, Boyer 
warned, qualified men must handle 
these specialties. It can’t be done as a 
sideline. Lethargy is the curse of too 
many dealers, feels this veteran lumber- 
man. 


Oklahoma 


SPECIAL SERVICE—“We're building 
our business on service,” says Steve 
Welter, president, Creek County Lum- 
ber Company, Sapulpa, Okla., a city of 
16,000, near Tulsa. 

“Service is the only thing we can offer 
our customers that every other lumber- 
yard doésn’t offer. We can’t compete 
with the Tulsa yards on many items, 
although we recenily bought a carload 
of plywood.” 

As an example, Welter shopped 
around until he found a special buy for 
a customer who planned to build four 
200-foot-long turkey sheds. Savings were 
passed along to the customer. 


Doing and Where They're Going... 


ards since REA, points out Spear. 

“It’s up to us to follow through,” he 
adds. “We are promoting components 
with the use of broadsides from U. S. 
Steel with detailed plans and material 
lists for major farm buildings. In addi- 
tion, we have a broadside featuring pre- 
fabricated roof trusses. 

“We emphasize ease of construction 
—the farmer can do most of the work 
himself. Low cost—$1 per square foot— 
compares favorably with Quonset-type 
buildings. We also talk galvanized iron 
for sheeting, a product the farmer and 
rancher know well.” 

Spear says that farmers are so busy 
that he may start contracting these jobs. 
He hopes to double his truss volume 
this year. 


New Jersey 


HIGHWAY CONSTRUCTION HELPS 
—New highway building has proven a 
boon for Frank Riedl, Sr., president, 
Bellevue Building Supplies, Inc., Al- 
monesson, N. J. 

“Hundreds of people are moving in all 
around us,” commented Riedl. “They 
start remodeling right away so_ their 
homes won't be identical with their 
neighbors. We're handling all these jobs 
we can get. In addition, home building 


has been increasing about 20% each year 
for the past five years. 

“We're considering handling precut 
homes to serve the farm trade and other 
customers.” 


Pennsylvania 


PROBLEMS, PROBLEMS — George 
March, owner, I. F. March Sons Co., 
Bridgeport, is not optimistic about the 
future of the small-town dealer from 
where he sits, 20 miles from Philadel- 
phia. : 

“Competition is getting keener, costs 
continue to rise and there is more and 
more by-passing. Direct selling is hurt- 
ing the small-town dealer severely. This 
is the case with insulation boards, roof- 
ing materials and any number of other 
items. 

“For example, we are now losing 
business on cement. The cement com- 
panies are trucking cement themselves 
and selling direct to the contractor. We 
used to get most of this business.” 

March also complains about competi- 
tion from large Philadelphia yards. They 
will come out for a single house job. 
He thinks the only way he can beat 
competition is to cut prices. 


August 1, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Kentucky 


DIVERSIFIED SERVICE—“I feel there 
will always be a place for the small- 
town dealer,” says Stanley Fish, secre- 
tary, Standard Lumber & Supply Co., 
Covington. He serves a diversified trade 
—farmers, homeowners, commercial and 
industrial customers. 

Although Fish finds increased com- 
petition, especially prefabs, the firm is 
increasing its net vrofits through better 
displays and available merchandise which 
have attracted more walk-in trade. 

















Shcetet. 


I 
1 


NAI 


It 


NA 


ye 


— 


a\\ 


a 


fN 
fal 


{ 


10 


PLAN 


| 


»! 




















8 
Lid 
ed 
— 
Lid 
co 














ASSOCIATION EXPOSITION. NOVEMBER 13-16 SAN FRANCISCO! 


Problems and Profits of Small-Town Dealers 


A Farm Market Expert 


Tells What's Ahead 
For Rural-Area Dealers 


Don Ross, field merchandising manager for 
Successful Farming magazine for 25 years, has been 
a popular speaker at retail lumber dealer conventions. 
He's known for his humorous, yet practical talks about 
the small-town dealer. That theme is developed in 

this exclusive article for A.L. & Building 

Products Merchandiser. 


Des MOINEs, Iowa 

A T THE RISK of being proved wrong, I want to make 

some forecasts which will affect the building ma- 
terials dealer of the future in the small town. 

As I see it, there are three types of small towns: 

First, there is the village or crossroads shopping area 
of a few stores. The market in this area has gone. Even 
the churches, which once were community centers of ac- 
tivity, have been superseded by those in nearby towns. 

Second, is the small town right under the shadow of a 
city. If the town hasn’t been absorbed by the expanding 
city, chances are that it soon will be. Cash-and-carry is 
likely to be the greatest competition for this dealer. 

_ Third, is the small town usually located in a good farm- 
ing area. It has good schools and churches, no parking 
meters or ridiculous parking regulations and is showing 
some small increase in population. 

_ This third type of town has and always will need build- 
ing materials dealers. Even with a cash-and-carry yard 
40-50 miles away and mail order retail stores selling 
building materials in nearby towns, a good retail building 
materials dealer will continue to survive here. 

The good dealer in the small town will have a modern, 
efficient place of business, attractive displays and many 
services—planning, estimating, financing—even code in- 
formation. (Many counties are now adopting building 
codes.) 

Outside salesmen. Progressive retail building materials 
dealers in small towns will have more outside salesmen 
because it pays to have a a man calling on farm prospects. 
He will sell kitchen and basement modernization, air- 
conditioning, insulation and home improvement in general. 

This dealer will work closely with contractors, who can 
and will erect pole-type farm buildings in 24 hours. 

We are going to see a lot of air-conditioning in farm 
homes as well as in hog houses, poultry houses and dairy 
barns. Agricultural production need not slip when the mer- 
cury hits zero, because laying-houses of the future will be 
more comfortable than many homes of today. 

In many cases, farm buildings will have to be revamped 
to fit modern needs. Bigger farms for example, will mean 
the need for more storage space in the feed department. 


The building material dealer of tomorrow has to learn 
all he can about materials handling on the farm. The 
average grain-livestock farmer moves seven tons of ma- 
terial daily—grain, hay, silage, water, manure, milk, fer- 
tilizer, gas, oil and other materials. 

Modern buildings, equipped for materials handling, can 
help the farmer eliminate one or more hired men and 
thus cut production costs. 

Here is one instance of how the retail building materials 
dealer can help. Research shows that 40% of all pigs 
farrowed never go to market. They are born weak and 
they die of so-called “little pig diseases” or they are over- 
laid by the sow. 

Proper buildings of the future will enable hog producers 
to cut this loss through better feeding facilities, more sani- 
tary feed floors, warmer buildings at farrowing time and 
safeguards against accidents. (Even a sloping floor in a 
farrowing house or a few farrowing nails can help cut this 
loss.) 

More meetings. We will see more educational meet- 
ings sponsored by building material dealers. County agents, 
authorities from the farm colleges or some of the farm 
specialists now associated with manufacturers, will be 
called in to take part in such meetings. Some of the steel 
companies, lumber mills and insulation organizations have 
already put some farm managers on their payrolls and 
these experts are working with dealers. 

I can imagine clinics on the subjects of paint, proper 
roofing methods, ventilation of farm buildings, correct 
farming methods, insulation, planning of water, electrical 
and drainage facilities. 

Here is one small illustration of current farming trends. 
I can remember manure pits on farms. These were usually 
made of cement, but occasionally redwood was used. They 
were liquid-tight and the idea was to save liquid manure 
for fertilizer instead of letting it leak out from a pile. Now 
there is a trend back to the use of manure pits on farms. 
The one big drawback is lack of equipment to put the 
liquid manure on fields, but this will be solved. 

I think we will also see more paved barnyards in the 
future and this will be a matter of oil-cement mixing. 

Farm machinery of the future will be housed. This 
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equipment is becoming so expensive and complex that it 
cannot be left out to rust and expected to give service 
next season. Tractors and combines are becoming larger 
as farms increase in size; this means more farm ma- 
chinery sheds. 

We will see more farm machine shops, where farmers 
can recondition their machinery during off-seasons. You 
and I have already seen some of these shops, which are 
comfortable on the coldest days and are equipped with 
power drills, grinders, sprayers, compressors, and other 
modern machines. 

There will be more recreation facilities on the farm. 
This means modernized basement rumpus rooms, also 
outside improvements such as patios, picnic spots and fish- 
ing ponds. Already many farmers have their own boats for 
farm ponds. 

I know of a farm family which has a modern, air- 
conditioned, wood-panelled, recreation room geared to 
healthy children’s activities because they want the children 
to stay home instead of racing the country roads at night. 
It works. 

One of my farmer friends has already installed shower- 
bath for his hogs. If you have seen porkers panting on a 
hot summer day you can appreciate what it means to 
keep animals cool and gaining in midsummer. 

You can expect a great trend to fire-resistant farm 
buildings. Farm fires are usually disastrous because build- 
ings are closely grouped. Look to see the agricultural 
colleges and extension leaders, as well as the farm press, 
promote the fire-resistant structures. 

Size of future farms, No longer can we talk about the 
quarter section as being the average family-sized farm. 
We will always have some specialized farms which are 
small in size. You can expect to find some people sup- 
plementing jobs in town by living on and operating a few 
acres. 

The fact remains, there will be fences to be kept up and 
gates will be needed the same as before farm mergers. 

Many building material dealers also sell fertilizer and 
there will be more commercial fertilizer used on farms. 

There is talk that many people have left the farm and 
others will do so. But you can look to see an increase in 
the number of farms which have a second house. 

Elderly farm people are deciding they can have a second 
farm house which will have every modern convenience: 
running water, basement furnaces, electricity, heating gas, 
radio, TV, daily newspapers, all-weather highways, and 
still produce part of their living from garden and farm. 
This trend will continue. 

On many farms, the hay mow is not even used today. 
Look for the elimination of the two-story barns in favor of 
lower buildings. 

We have changed our thinking a great deal. For in- 
stance it was just a short time ago that milk pipelines 
were accepted by dairy inspectors. Think how milk parlors 
and lounging barns have changed farm building require- 
ments. 

In the poultry house, deep litter is the accepted mod- 
ern way of operation. A few years ago, one litter of pigs 
per year was common on the farm and pigs were per- 
mitted to run free. Today three litters per year are the rule 
on most farms. And the pigs are often kept confined in 
shelters from farrowing to marketing. 

It wasn’t so long ago that lumber dealers did a fair 
business on threshing during harvest season. Who knows 
but what future power on the farm will come from atomic 
development? Whether this is true or not, there will be a 
— for buildings to house the machinery, livestock and 
eed. 

Population growing. Farm population will continue to 
double every 38 years, meaning greater need for food. 
Also, expected farm income will continue to grow during 
the next 10 or 15 years. Currently farm savings are at a 
point of some 20 billion dollars or more. Printers’ Ink 
magazine calls farming the most solvent industry in our 
economy. There is reason to believe that business farmers 
will prosper and continue to be first-rate buyers for retail 
building materials dealers during the years ahead. 
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“You'll pull in extra profits when you suggest 
‘SCOTCH’ BRAND Masking Tape with every paint sale.” 
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long fibers, straight grain and is kiln 
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Problems and Profits of Small-Town Dealers 


¢ 


MR. & MRS. ALBERT SCOTT of Scott Millwork & Lumber, Cressona, Penna. 


Profile of a Small-Town 


GENTLEMAN 
GO-GETTER 


A profitable building materials business can 
be carved out of any market, says Pennsyl- 
vania dealer in town of 1,700 people. Of 
course, you've got to go out after the busi- 
ness—in all the surrounding small towns as 


well as at home. 


CRESSONA, PENNA. 

ITH $7,000 CASH, ingenuity 

and DSC (Dealer Sales Con- 

trol) management know-how, Al 

Scott developed a retail building ma- 

terials business of $400,000 annually 

in this small village of 1,700 people 

which lies at the edge of an eco- 
nomically depressed area. 

Most business men would have 

been scared away from such a ven- 

ture. But Cressona is Scott’s home 
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town. He felt that there were a bak- 
er’s dozen of nearby villages, such as 
Cressona, which were not properly 
serviced by retail lumber dealers. He 
gambled on his ability to go out and 
get this business, despite unfavorable 
economic indicators. 

Early this year, a decade in busi- 
ness behind him, Scott opened a new 
warehouse and expanded his retail 
store. He meets a payroll of seven 
retail employes and six more in his 


construction business. 

Scott Millwork’s six trucks (includ- 
ing a dump and a DeKalb lumber 
side-carrier truck) fan out daily over 
a 15-mile radius, among the hills 
surrounding Cressona. Business comes 
from Pine Grove (pop. 2,000); Or- 
wigsburg (3,000); Schuylkill Haven (6,- 
500); Palo Alto (1,700); Port Carbon 
(3,000); Minersville (7,500); Saint 
Clair (6,000); and Pottsville (23,000). 

What’s more, in this day of cash- 
and-carry and _ cut-price retailing, 
Scott’s success is built solely on the 
principle of service and credit. It’s 
not exactly cracker-barrel style—but 
it’s a friendly type of selling com- 
bined with a promotional flair that is 
directed more to boost the commu- 
nities he serves rather than just his 
own business. 

Why not? Al Scott’s first experi- 
ence in building was in highway and 
heavy construction work. After the 
war he returned to Cressona for a 
rest, intending to re-enter highway en- 
gineering. 

To bide away time, he repaired the 
family homestead. One day a neigh- 
bor, who managed a millwork whole- 
sale outlet in Cressona, noticed Scott's 
carpentry skills. 

“I need a fellow like you,” he told 
Scott. “Come down and work in our 
millwork shop.” 

Scott consented to a daily few 
hours at the shop. Soon he found him- 
self there full time. 

One problem in his* job was how 
to handle homeowners who kept ask- 
ing to buy a door or some roofing. 
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Scott had to turn down their re- 
quests, since the company had a 
100% wholesale policy. After a 
couple of years, Scott asked himself: 

“These people need building prod- 
ucts. Why not go into business to sell 
them?” 

Cressona’s first one-man retail mill- 
work company became a reality. He 
soon added lumber, by request. Then 
he hired Donald R. Young, now his 
store manager. 

At least one competing dealer tried 
to block Scott’s enterprise. He asked 
Scott te set up a branch of his own 
firm in Cressona. Scott couldn’t see 
any profit in that idea. Then the 
dealer wrote to wholesalers, request- 
ing that they refuse to sell to Scott. 

But the budding small-town busi- 
ness man ignored the trouble-maker. 
And so did his suppliers—because 
sales were climbing regularly from 
Cressona. 

New ideas. Al 
learned the hard way. 

“I had to learn that many mer- 
chandising ideas which are great in a 
big city will fall flat here,” he con- 
fessed. 

For instance, he opened the store in 
the evening. After a year’s experi- 
ence, he knew it was a waste of time. 

“The only people who came would 
have come on Saturday anyway,” re- 
called storeman Young. 

“We even learned that a Home 
Planning Center in a store is a waste 
of space in an area such as ours,” 
Scott reported. There just isn’t enough 
new home building or interest in new 
homes to justify such a display, he 
said. 

He also learned about advertising. 
“We placed an ad with a coupon 
worth $1 on every $10 worth of mer- 
chandise—representing a whopping 
10% discount. Only a handful of peo- 
ple came in with that bargain coup- 
on,” Scott said. 

“Folks here won’t buy anything for 
any price if they don’t need it. They 
are old-fashioned in this sense. We 
must advertise only those products 
which people can use right now— 
seasonal promotion.” 

This doesn’t mean Scott is against 

(continued on next page) 


Scott sometimes 
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STORE AND OFFICE now occupy 30’ x 60’ a 
ture. A new 76’ x 95’ warehouse has been 
the entire building above will be converted 


rea of this original Scott Millwork struc- 
built to rear of this building. Eventually 
to retail sales area. 


. 


BIG-TICKET and credit sales counter is 
separated in Scott's store from the hard- 
ware self-service area. Any order which 
has to be written up for yard service is 


processed here; customer then pays 
cashier near the front door, left. Note 
use of walls for manufacturers’ displays. 


NEW CHECKOUT COUNTER 
provides self-service for paints, 


hardware, all p 


ickup items. 


Both cash and charge orders 


are put through 


the National 


register, which provides accum- 


ulative automatic 


billing. 





4,000-LB. LIFT TRUCK at work in Scott Millwork’s new ware- 
house, which has recessed loading dock. Lift truck is driven 
half-mile to railroad and goes into boxcars for unloading. It's 
one of few mechanical handling machines in the area among 


lumber dealers. 


INVENTORY HOUSE principle, long advocated by Art Hood, 
is a new venture for dealer Scott. He built the above house on 
his own property. It's one of few higher-priced speculative 
houses available in the market. Dealer used his own six-man 


crew in building the house. One problem: getting adequate 
FHA appraisal and money in the area for a custom-built specu- 


lative home. 





GENTLEMAN GO-GETTER 


(begins on page 48) 





spend 
more promotional money this year 
than ever before. He’s out to sell the 
housewife on his new store, which 
opened in January. It has self-service 
paint and hardware, new lines such as 
unpainted furniture, which need pro- 
motion. 

DSC. When you are new in busi- 
ness, you must jump on any idea that 
has possibilities, Scott said. During one 
period he sold 63 Weyerhaeuser 
modular homes, trucked to Cressona 
from Newark, N. J. 

“We dropped that plan for two 
reasons—not because we don’t be- 
lieve in packaged homes,” Scott 
stated. “The trouble was, other deal- 
ers in my territory were allowed to 
sell these houses, after I had pio- 
neered and advertised them. Second, 
we found that the houses were over- 
built, too much wood. They couldn’t 
compete with trimmed-down, shipped- 
in prefabs.” 

To offset the loss of packaged 
home business, which he had sold 
through contractors, Scott set his 
sights upon controlled sales to con- 
sumers. 

He personally told each of his 25 
or so contractor-customers that Scott 
Millwork was hiring its own con- 
struction crew. But he never bids 
against other contractors. There hasn’t 
been a single objection by the other 
contractors. Scott’s crew includes six 
men during the winter, more in sum- 
mer. 

“Their 
provement, 


advertising. Actually he will 


main work is home im- 
both big-ticket and _ re- 
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Big Prefabers Don’t 
Worry Dealer Scott 


Cressona, Penna., home of 
Scott Millwork, is within selling 
distance of Philadelphia’s pre- 
fab operators. Most small-town 
dealers say they can’t compete 
on price with these deals. Many 
deaters consider the materials so 
cheap they wouldn't sell the 
same house under any circum- 
stances. 

Al Scott said he used to worry 
about this competition. But not 
any more. 

“I realized that all they were 
selling was the framing, little 
else. I can sell several hundred 
dollars worth of high markup 
finish materials for each of their 
houses sold in this area. 

“In addition, we get the word 
around about the quality of 
these jobs and their advertising 
gimmicks. I don’t think people 
here are nearly so receptive to 
these deals now!” 











pair,” Scott said. “But they also build 
homes. If and when we come across 
a good component deal, we'll have 
the men who can erect them as we 
sell them.” 

Scott has just completed two “in- 
ventory homes” for speculation. “Al- 
most all houses here are custom 
built. But I think it wise to keep our 
crew busy and to have a couple of 
quality homes available for sale,” he 
explained. The homes will sell for 
$17,000 and $19,000, a relatively 
high price range for Cressona. One 
house has eight rooms. 


Management. Scott calls together 
his three top associates (store man- 
ager, estimator-salesman, construc- 
tion super) once a month during the 
evening. They get paid for the extra 
time. 

“Each of us jots down problems 
and ideas during the month,” said 
Scott. “We don’t waste time discuss- 
ing them during the day. We save 
them for the monthly meeting. With 
a small staff, time is very important.” 

Cressona booster. They say around 
the region that Al Scott is the area’s 
walking Chamber of Commerce. He 
currently is president of the region’s 
Chamber and also is very active in a 
variety of community groups. 

While Scott boosts the communi- 
ties, he has a booster for himself in 
Mrs. Scott. As bookkeeper and sales- 
lady, she brings charm and _ business 
talent to the enterprise. The firm 
needs only infrequent visits from their 
Philadelphia accountant, another way 
which Scott keeps his costs at a min- 
imum. 

Mr. and Mrs. Al Scott have proved 
that success in a small town can be 
achieved, even under adverse econom- 
ic circumstances. 





Small-Town View 


Sometimes you can’t figure 
out the whims of small-town 
customers, says dealer Al Scott. 

“Once we showed a_ house 
that has some of the most 
beautiful and expensive wood 
paneling on the market,” he 
explained. “And how do you 
think one lady reacted? She 
said: “Why, this place doesn’t 
even have plaster walls!’ ” 
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e 
busiest 
If it’s action you want, stock Southwest... 
order de sk the “Friendly Indian” brand that literally sells 
* 


itself. It’s clean, well manufactured... quality 

n all the way, and looks the part. Selling South- 

1 west “Friendly Indian” brand is more than de- 
town! livering immediate satisfaction — it’s building 
e a foundation for repeat business year after year. 

Stock it and find out. Modern mills now pro- 

ducing Ponderosa Pine, Douglas Fir, White Fir, 


Southern Yellow Pine and Hardwoods. 





‘Southwest 
“FRIENDLY INDIAN” 
LUMBER 

IS THE 

ACTION BRAND! 


{Southwest imovstris, wn 
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DON'T TAKE CHANCES WITH 
“JOHNNY COME LATELY” FINISHES 
FOR WOOD FLOORS. 


“bowling-alley” finish for home floors... 
consumer-proven for 12 years in 
millions of American homes. 


FABULON 


THE 


FLOOR FINISH) 


never needs waxing 
or scrubbing 
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Backed by consistent national advertising, publicity 
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window banners, demonstration panels 
For full details, write 


PIERCE&STEVENS CHEMICAL CORP. 
710 Ohio St., Buffaio 3, N. VY 
In Canada — LE PAGE’S, Tor. 18, Ont 
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“He must have 
run a Classified ad in 
AMERICAN LUMBERMAN!” 


Whether you’re looking for a new job... 
a new man to fill an old job. . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of AMERICAN LUMBERMAN! 


American Lumberman 


59 E. MONROE ST. * CHICAGO 3, ILLINOIS 





TRUCK-MOUNTED CRANE lifts one end of the building while 
a short length of lumber is placed underneath to prop it up. 


Easy Way to Handle 
Farm Package Delivery 


Three-step method by Wahl-Dee, Inc., 
Victor, lowa, eliminates delivery head- 
aches by using a small truck-mounted 
crane. Same procedure is possible with 
a lift truck. 


DELIVERY TRUCK BODY is tilted about 20 degrees and truck 
is backed under the structure, knocking the prop down and 
supporting the edge of the building by the rear end of the 
dump frame. 


CRANE LIFTS section of the building resting on the ground 
while the truck driver is lowering the dump body into travel 
position. Crane then pushes the building forward on the truck 
body or sometimes rollers are used to position the structure. 
Building is unloaded simply by tilting the truck bed. 
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The Evanite Big Three offer your customers wide selection, 
quality and price advantages. These building panels offer 
you year-round sales potential with high-profit turnover. 
POLY-CLAD* PLYWALL* PANELS come in the twelve most 
popular wood grains . . . at half the cost of fine wood panel- 
ing! Baked-on Poly-Clad finish protects against fading, mars 
and stains. 

EVANITE* FIR PLYWOOD is DFPA grade-marked . . . your 


*Evanite, Poly-Clad and Plywall are trademarks 


assurance of the finest quality interior and exterior plywood 
for unlimited building applications. 

EVANITE® HARDBOARD is available in a variety of textures 
and comes completely prefinished in a handsome “Drift- 
wood” ivory tone. It’s easy to install, economically priced. 


SALES OFFICES: 
Chicago, Illinois e Tampa, Fiorida e Coos Bay, Oregon 
Anaheim, California ¢ Syracuse, New York « Plymouth, Michigan 


It pays to buy from your jobber 


PLYMOUTH 


EVANS PRODUCTS COMPANY ce MICHIGAN 


August 1, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 24 on Handy Cover Card 53 





THIS LIGHT-WEIGHT trussed rafter for clear-span construc- 
tion requires no special connectors or splice plates, can be 
fabricated by small-town lumber dealers. 


University Farm Specialist Says: 


Sell Engineered Buildings 


* You must gear your thinking and your services to the 
needs of tomorrow's farmer, if you expect to get his 
business, says G. L. Nelson, professor in Agricultural 
Engineering at Oklahoma State University, Stillwater, 


Okla., author of this article. 


Nelson describes the current revolution in farm crop 
production; trends in farm construction, including the 
growing use of components; tells how you can best 


service this market. 


NE-STOP PLANNING, | sales, 

and construction service for 
farm customers will always be the 
basis for full development of your 
farm market. 

But you will soon fall far behind 
your customer’s needs if your service 
is still geared to the construction 
types and building needs of the Fif- 
ties. 

During the last decade, farmer-ac- 
ceptance of the concept of mecha- 
nized production was virtually com- 
pleted. In the next decade, your farm 


sales program must be built around 
the concept of much larger, more 
highly specialized farm production 
systems operated by fewer producers. 

In other words, the time has ar- 
rived in live stock production when 
human labor can no longer economi- 
cally compete with building systems 
and installed equipment that replace 
labor, even though the building and 
equipment costs may seem high by 
yesterday’s standards. 

How does this affect your mer- 
chandising program? 


STRESSED SKIN PANELS for farm construction can be preas- 
sembled on a jig, then rapidly fitted into place between main 
structural frames, as shown above. 


First, you will need to offer your 
customer pre-engineered building or 
erection components and services so 
he can get soundly-engineered build- 
ings or structural shells erected with a 
minimum of delay and minimum 
planning and supervision on his part. 

Also, livestock production buildings 
will require a greater quantity and 
more complex installed equipment 
such as conveyors, temperature con- 
trol systems, and other special fixtures 
that often will govern the arrange- 
ment or design of the structural parts 
of the building. 

Unless you are prepared to offer 
arrangements for the entire “pack- 
age”, i.e., structural shell plus in- 
stalled equipment, farm customers 
will probably bypass you in favor of 
commercially-packaged building-plus- 
equipment systems sold directly by 
manufacturer’s representatives. 

We suggest that you become bet- 
ter acquainted with your local farm 
implement and equipment dealer. In 
many cases, you may need to work 
with him to offer a customer every- 
thing he wants—structural shell plus 
installed equipment that will fit to- 


Problems and Profits of Small-Town Dealers 
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CRANES AND MOBILE SCAFFOLDING are essential for effi- ONE-HINGED FRAME eliminates usual foundation and re- 
cient farm building construction like preassembled roof frames sults in a stronger, more economical building. Better design 
and panels, pictured above. Note special platform. can save materials. 


gether as a production unit or sys- 
tem. 
Building components. Farm con- 
struction is making more and more 
use of carefully-designed, pre-engi- 
neered components that permit rapid 
building erection and result in more 
efficient structural use of materials. 
Important structural components 
that use wood in new ways include ee 
preassembled lightweight trusses and 4 4 a3 iden: ts 


trussed rafters and rigid frames of — - in ' 2 
either bent glue-laminated construc- AVAILABLE FARM EQUIPMENT like tractor front-end loader at right can be used 
on some farm construction jobs. This is a relatively low cattle shed built with as- 


tion or structural dimension lumber. r 
These can be built up in a shop at the bestos cement stressed skin panels on an umbrella-type frame. 


dealer’s place of business in standard 
Sok cesetias ane al delivery and NEW-TYPE FARM SHELTER illustrating use of preassembled stressed skin panels on 

Plywood stressed skin panels have one-hinged glue-laminated main frames. Erection is speedy because on-site pre- 
been recently developed for rapid as- — PAration 's almost ail. 
sembly, fast erection and lower con- 
struction costs. The plywood is glue- 
nailed to spaced longitudinals of 1 in. 
by 4 in. or 1 in. by 6 in. material to 
produce a lightweight panel that in- 
cludes a weather-resistant skin plus 
the structural member. 

Plywood can also be used in fab- 
ricating rigid, arch-type frames from 
standard sizes of lumber with glue- 
nailed plywood gussets at the joints. 
This combination makes a structur- 
ally efficient frame work that pro- 
vides clearspan interior space with 
less material cost. Plywood box beams 
have been developed for relatively 
long, post-free spans. 

New concrete uses. Concrete is be- 
ing used in new ways for farm con- 


(continued on page 57) 














An Insert window for 
flush outside door 


MADE OF HEAVY 
EXTRUDED 


An Insert window for flush outside 





door — made of heavy extruded 
aluminum. Easy to install in any 
1¥2” to 134” flush door—complete- 
ly weatherstripped. Glass panels 
and screen panels easily removed 
from inside for washing. No screws 
showing from outside. Can be se- 


curely locked from inside. 


WEATHERPROOFED IN WINTER! 


SCREEN VENTILATION IN SUMMER! 
The DORAIRE* eliminates the neces- 


sity of a screen door. It gives both 


light and ventilation, according to 
need. It's a window, it's a screen— 


in your door. 


Write, Wire, or Phone for details. Ask 
about our complete line of Lineals for 
Storm Windows. 


No. 201 
ie, a *Trade Mark 





SOUTHEASTERN TOOL & DIE CO. 


Manufacturers of a complete line of storm doors 
P O. BOX 26, POWDERLY STATION, BIRMINGHAM 11, ALABAMA PHONE STate 6-6364 











ENGINEERED BUILDINGS 
(begins on page 54) 





struction. Recent experience in con- 
struction of a thin-shell hyperbolic 
paraboloid types of beef cattle feed- 
ing structures revealed that costs of 
such construction can be less than $2 
per square foot. This makes it at- 
tractive to livestock producers who 
need durable, low-maintainence con- 
struction that has modern, pleasing 
appearance. 

Precast and prestressed concrete 
structural members are coming into 
wider use for farm construction. Pre- 
stressing results in a lighter structural 
member that can be economically 
hauled and erected, compared to con- 
ventional precast concrete. 

Experience has shown that pre- 
stressed concrete members can be 
hauled economically to construction 
sites as far as 150 miles from the 
plant. This places more agricultural 
areas within reach of pre-stressed 
concrete products. 

Tilt-up concrete construction is 
gaining in popularity because of its 
simplicity and economy. It is well 
suited to the construction of grain 
storages, livestock shelters and ma- 
chinery shelters. 

Agricultural and structural engi- 
neers have developed several new and 
ingenious preassembled steel build- 
ing systems. Steel buildings for farm 
construction are available in rigid 
frame designs, panel frames that are 
erected in large sections, steel pole 
buildings, arched ribs, and frameless 
arch panels. 

Most of these types give clear-span 
construction in a complete range of 
lengths and widths. Factory color- 
coated galvanized steel panels have 
become available with baked-on 
enamel, aluminum and_vinyl-based 
coatings. 

What you must do. How can you 
as a building products merchandiser 
work these improved types of con- 
struction into your sales program? 
First, you will need to develop one or 
more basic types of construction that 
will be accepted in your area. 

In some localities, structural sys- 
tems that employ plywood stressed- 
skin panels and rigid wooden frames 
and trusses may be best suited to local 
cost and use preference. You can 
pre-assemble some of these and stock- 
pile them for immediate delivery. 

In other areas, some of the newer 
steel or precast and pre-stressed con- 
crete construction systems may be 
more appropriate. Agricultural engi- 
neers at your land grant university 
usually have suggested working de- 
signs and hold short courses or light 
building construction conferences 
where you can gain familiarity with 
newest developments. 

Next, you need to offer the best 
one-stop planning and construction 
service for agricultural production 
buildings, plus installed equipment. 

Ideally, such a service would in- 


Picture of a Farm Expert 


Author G. L. Nelson, a pro- 
fessor in agricultural engineer- 
ing at Oklahoma State Uni- 
versity, has just completed a 
term as chairman of the Struc- 
tures Division of the American 
Society of Agricultural Engi- 
neers. 

He was the 1960 recipient of 
a joint award by the American 
Society of Agricultural Engi- 
neers and the Metal Building 
Manufacturer’s Association for 
significant contributions through 
research and teaching in farm 
structures. 

At Oklahoma State Univer- 
sity, Prof. Nelson teaches and 
conducts research in light build- 
ing construction, processing of 
agricultural products and en- 
vironmental control. 

For many years, the Agri- 
cultural Engineering Depart- 
ment at the University has 
worked closely with the Okla- 
homa Lumbermen’s Association 
in developing a training pro- 
gram for retail lumber and 
building materials dealers in 
light building construction. 
Prof. Nelson has been active in 
this program. 











clude a qualified person to assist 
customers in selecting and modifying 
building designs from university and 
commercial plan services. The ideal 
service would also include a _ con- 
struction crew to completely erect the 
needed building. 

Most of the newer, efficient con- 
struction methods are beyond the 
scope of the do-it-yourself project. 
Experienced construction crews are 
needed, especially because a modern 
farmer seldom has time available to 
organize and supervise an important 
construction job on his farm. 

A motorized crane or _high-lift 
winch truck is almost essential. The 
size and weight of the preassembled 
components, whether of wood, steel 
or concrete are such that man-han- 
dling them without power equipment 
is too hazardous and slow. 

Keep abreast. You or someone in 
your merchandising program needs to 
become familiar with the new develop- 
ments in livestock production that are 
reflected in the type and design of 
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buildings and equipment your farm 
customers need. 

In beef production, the emphasis is 
on bigger feed-lot operations, mechan- 
ization of feeding and relief from 
hot weather production setbacks. A 
cattle feeding operation for 200 to 
300 cattle is still considered to be a 
sizeable operation. 

However, in the next decade, we 
can expect cattle feeding operations 
basically designed for one or two-man 
operation and feeding of 500 to 1,000 
or more cattle at one time. 

Studies show savings. Recent studies 
reveal that a mechanized beef cattle 
feeding operation can be set up for a 
cost of about $80 per head of ca- 
pacity. This includes a silo with auto- 
matic unloading equipment for either 
silage or high moisture grain, sup- 
plement storage, mixing facilities and 
mechanical delivery equipment to 
feed bunks in an open type shelter. 

Feeding records show it is possible 
to realize a profit of from $10 to 
$35 per head fed. 

Investment in old style barns, bunks 
and feed yards for scoop shovel feed- 
ing generally costs about $30 per 
head. Therefore, for an additional in- 
vestment of about $50 per head, one 
operator can double or triple his ca- 
pacity and recover the initial invest- 
ment in a reasonable period of time. 
The extra cost of the mechanized 
equipment and facilities is far more 
than offset by more beef production. 

Dairy developments. A __ similar 
trend is apparent in dairy production. 
A dairy herd of 40 lactating cows 
has been regarded as an efficient size. 
In the decade ahead, dairy herds of 
80 to 100 cows or more will be an 
economic size. 

Such dairy herds require remodel- 
ing to mechanize feeding chores, plus 
addition of new buildings to handle 
the extra cattle. 

A typical experience is that of a 
dairy farmer who had been milking 
38 cows with the help of a part-time 
hired man earning $1,800 a year. The 
owner decided to remodel his milking 
system to a double herringbone parlor 
for 60 cows. 

Cost for conversion of his stanchion 
barn to loose housing and construc- 
tion of the new shed and milking 
parlor came to $17,620, completely 
equipped with bulk tank and milking 
machinery. Interest and amortiza- 
tion costs of the new equipment 
came to $1,770 annually. 

However, his more efficient new 
set-up enabled him to reduce his la- 
bor input from 9.6 man hours to milk 
38 cows under the old system down to 
6.5 man hours to milk 60 cows under 
the new system. This eliminated the 
part-time hired man and more than 
paid for the cost of the new system. 

Also he was milking 22 additional 
cows, each returning a net profit of 
$100 per year, so that the gain to the 
farmer was $2,000 additional profit 
for him and his family. 

More mechanized feeding. Empha- 

(continued on page 58) 
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SELF-SERVICE 


A complete saw blade sales 
center...colorful...eye catch- 
ing...all you need to service 
the hobbyist, professional and 
do-it-yourselfer. 








Compact...only 12” deep, 
15” wide and 8” high. Easel 
back for the counter, punched 
for wall or peg board display. 


Ask your wholesaler for the 
NEW #50 GRIFFIN Sales 
Booster. 
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G. W. GRIFFIN COMPANY 
Franklin, New Hampshire 
Sales Representatives 
John H. Graham & Co. Inc. 

105 Duane Street, New York 8, N.Y. 


Since 1880 Better Hand Hack Saw 
Blades, Power Hack Saw Blades, Band 
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sis will be placed on mechanized 
feeding of hay and grain to dairy 
cows, sanitation of dry lot facilities 
and hot weather comfort in the south- 
ern and southwestern states, which are 
beginning to emerge as important 
dairy areas. 

Feeding methods that permit a uni- 
formly high quality, high level of pro- 
duction to be maintained throughout 
the year will be more and more im- 
portant. 

Hog step-up. In hog production, the 
efficient operator will measure his 
production in terms of thousands rath- 
er than hundreds of hogs per year. 
This calls for a carefully-managed sys- 
tem of pork production with adequate 
buildings and equipment. 

Controlled environment housing 
systems are needed that include a 
building where the pigs are farrowed 
and held until about three weeks old; 
a second controlled environment 
growing house to which small pigs 
are moved and there remain until 
weighing 50 pounds; a third building 
to serve as a finishing house with 
facilities for mechanized feeding of 
the pigs from about 50 pounds to 
market weight. 

With skillful management and ade- 
quate housing and equipment, it is 
possible for two men to profitably 
raise from 2,000 to 3,000 hogs per 
year in confinement. 

Pork production is becoming a farm 
industry where in factors such as capi- 
tal, marketing, labor, breeding, nutri- 
tion, housing and equipment and dis- 
ease control must be taken into 
account in planning the buildings and 
facilities. The buildings and equip- 
ment must be specifically designed to 
fit the pork production process. 

A successful hog production pro- 
gram can be set up using buildings of 
steel, wood or concrete. Mechanical 
feeding equipment should be incor- 
porated to enable one operator to care 
for a maximum number of hogs. 

Disease-free housing systems are in 
the development stage. These, com- 
bined with controlled environment 
housing, can lead to much higher feed- 
ing efficiency and growth rates. 

Poultry trends. In poultry produc- 
tion, larger scale production with 
fewer operators is the key to economic 
success. Emphasis is on production of 
high quality eggs to gain favor with 
consumers and on mechanized feed- 
ing, egg gathering and marketing with 
appropriate environmental control in 
the laying houses. 

The foreseeable goal for one-man 
operation is a flock size of from 10,- 
000 to 20,000 laying hens. 

One of the present high labor cost 
operations in egg production is gather- 
ing and packaging the eggs. Mechan- 
ical systems are under development 
to virtually eliminate hand labor in 
this operation. Producers will need 


to maintain annual per hen production 
of 200 eggs or better in order to avoid 
the cost-prize squeeze. 

Maintenance of egg quality through 
cleanliness, environment control and 
in refrigerated egg storage is essen- 
tial. Environmental control requires 
well-engineered mechanical ventila- 
tion systems to maintain dry condi- 
tions without freezing temperatures. 

In the south, where hot weather 
prevails, poultry cooling through fog- 
ging or pad and fan system is needed. 

Livestock picture. The key factor in 
future livestock production is the need 
for farm producers to operate as man- 
agers of engineered buildings, equip- 
ment and machinery and power rather 
than as organizers of muscular effort 
in the past. Human time and effort are 
too valuable to substitute for well- 
engineered buildings, machinery and 
equipment. 

Retail building materials dealers 
who serve the farm market need to 
become familiar with the needs and 
opportunities for expansion and im- 
provement of livestock production. 

They should use information and 
advice available from agricultural en- 
gineers with state land grant institu- 
tions, commercial fabricators and 
manufacturers of building components, 
equipment and materials. 

More components. New construc- 
tion techniques and improvements are 
progressing with the new developments 
and methods in management of live- 
stock production. The key to improved 
construction techniques is maximum 
use of pre-engineered and pre-assem- 
bled components, which experienced 
construction workers can rapidly erect 
on the site. 

A retail building materials dealer 
who hopes to retain his share of the 
farm market will need to work with 
sales engineers for installed equip- 
ment, such as feed and grain convey- 
ors, mixers and ventilation equipment, 
because often the structure must be 
designed around these. 

You will serve fewer customers, but 
each customer will be a much beiter 
customer and he will quickly respond 
to intelligent, up-to-date one-stop farm 
building service for the Sixties. 

The modern dealer should know 
where to get technical help and what 
help is available. The County Agricul- 
tural Agent has available special farm 
building plan services and bulletins 
with authoritative information about 
the latest building and production 
methods. 

Your state university offers short 
courses and schools. The progressive 
retail building material dealer should 
maintain his contacts with manufac- 
turers and trade association §repre- 
sentatives so he can intelligently ad- 
vise his farm customers concerning 
the latest construction techniques and 
material. 

Modern construction methods, plus 
the latest building plans and livestock 
production methods, are the key in- 
gredients in a successful one-stop serv- 
ice. 


August 1, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








aa 


oan oS 


Greatest Advance in Paint History! 


HOUSE - SHAKE - 


PAINT ° 
OUTSIDE WHITE °° 








ULM ial-me- veh 2 Talt-tel-t-melml-tt-> @ialelel-t-uol-ilalt-momalelal-mie) Mi isl-mreolt-t-leh'F-lalt- lel -t-) 
self-priming e@ can never blister @ murders mildew 
fume-proof e easy to use e goes on like melted butter 
allel-t-mm-teial-let—miiaalel-lal-leiilelsl-ta Mualemar-lolmelm@mcla'l-jaliaat- la ¢- 
won't sag or run e lasting beauty @ greater durability 
ig -eter-tt-leli- moh A-Ieallolal Mm Miaar-lelaliilet-lalm@e-iel-lel-Somaleds Mii all-1a\ 
newest home and garden, stay-bright, stay -fast colors 
loves all exterior surfaces ...wood, shake-shingle, masonry, metal 


Here is the perfect product development of the paint industry. Truly, this is the 
paint of the future, available now! You'll never lose customer confidence with 
Dulshene-Swade. Be one of the first to feature this “Cadillac of House Paints”. 
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Problems and Profits of Small-Town Dealers 


BEST BUILDING PACKAGE sold 
by dealer Don Howarth to one 
customer consisted of cattle 
shed and machine shed, also 
auger feeder for cattle. Total 
package ran approximately 
$10,000 on Roy Fry's 200-acre 
farm. Fry was declared Farmer- 
of-the-Year (1958) by Rockford 
(UI.) Junior Chamber of Com- 
merce. 

Photos show Fry’s cattle shed 
(50’ x 96’) under construction; 
one end of completed shed is 
being used for hogs. New ma- 
chine shed (40’ x 64’) protects 
about 20 big pieces of farm 
equipment from the weather. 


Farm Packages Plus Friendly "Sell’ 
Is Hard to Beat 


* Operating from a hamlet of 150, * In this article, Don describes sales 
manager Don Howarth is shooting for techniques which have helped double 
$350,000 sales this year. A major his volume in the last four years. 
share of this business will be in con- Quolity and flexibility, not price, are 
tracted farm buildings, as shown. the guiding buying factors, he says. 
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COFFEE TALK between manager Don Howarth, 
left, is likely to develop some sales leads with 


contractor Paul J. Fry. 


FARMER DAVE SCHWITTER tells dealer Don Ho- 
warth why he likes the cattle shed he bought from 
him. Dave is a construction expert and a college 
graduvate in agricultural engineering. 


ELLING the complete farm build- 

ing package has enabled Don E. 
Howarth, youthful manager of Se- 
ward (Ill) Lumber & Coal Co., to 
double his volume in the last four 
years. 

He is shooting for $350,000 overall 
this year, including 20 clear-span steel- 
framed farm buildings. Don’s reason 
for pushing farm packages is simple: 

“It’s the only sale these days on 
which I can get full markup, includ- 
ing freight,” he remarks. 

Don’s market is almost 100% farm 
customers. It fans out 15-20 miles 
from Seward, a hamlet of 150. He is 


on the fringe of the Wickes cash-and- 
carry outlet in Donovan, Wis., but this 
fact doesn’t trouble him unduly. 

He feels a reliable, alert and ag- 
gressive small-town lumber dealer can 
lick Wickes on most important sales 


to farmers. Farmers are more in- 
terested than ever, Don finds, in buy- 
ing the complete building package. 
They want personalized service and 
they want to deal with someone with 
whom they have complete confidence 
—someone they know. 

Farmers and contractors, too, prefer 
the relaxed atmosphere around Seward 
Lumber’s coffee urn, where they can 
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shoot the breeze while talking busi- 
ness and gossiping. Cash-and-carry 
yards offer none of this. 

That doesn’t mean that farmers 
aren’t price conscious. Many of them 
will shop around before ordering a 
clear-span building or making any 
other major expenditure. They make 
a good study before they select the 
type of building they want and who 
will get the order, says Don. 

“Quality and flexibility, not price, 
are the guiding buying factors,’ he 
points out. “Once you show the farm- 
er the difference in weight between 
our steel frame members and the com- 
petition, he’s sold. The advantage of 
clear-span construction and labor-sav- 
ing erection is also very important.” 

One of Don’s customers is Dave 
Schwitter, who operates a 300-acre 
farm devoted mainly to corn, oats, 
hay and soy beans. Dave is a graduate 
in agricultural engineering from Iowa 
State College, Ames. Before turning 
to farming a few years ago, he was 
active in construction work. Before 
ordering a machine shed, Dave had 
some tricky technical questions which 
only an expert from the factory could 
answer. 

Explaining why he bought Seward’s 
clear-span machine shed package, 
Dave said: 

“From an engineering viewpoint, it’s 
very well designed. It offers more 
strength than the competition. I liked 
the post-free interior and the ease of 
erection. 

“Another reason I selected Belson 
was because of its durability and econ- 
omy. It cost us only a little more than 
a pole-frame building and we won't 
have to think about a replacement for 
many years.” 

A pole-frame builder from Wis- 
consin pushed Don into selling pack- 
aged farm buildings by making a sale 
in his territory. His farm _ building 
packages have increased in the last 
three years until last year he sold 11. 
His goal this year is 20. 

Although Don sells the complete 
package, including steel frame and 
materials from his own inventory and 
erection, he contracts the labor princi- 
pally to four of his contractor cus- 
tomers. 

He has found that some contractors 
can erect certain types of farm build- 
ings more efficiently than others and 
his labor contracts are allocated on 
that basis. 

By keeping a careful record of costs 
and material sales on each job, Don 
is in a position to offer a contractor 
customer a definite price for each type 
building. He can say, quite frankly: 

“There’s so much in it for you. Are 
you interested?” 

On the other hand, if he’s handling 
a building new to him, he may go out 
for bids. 

Besides offering a top quality pack- 
age at a competitive price, Don em- 
phasizes the need for keeping in con- 
stant touch with all the farmers in 
his area. Most sales are made around 

(Continued on next page) 
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THIS CATTLE SHED (50’ x 96’) for farmer C. E. Faulkner with 10’ cantilever and leg affords 
cattle adequate weather protection. Materials package, included reinforcing rod and cement, 
ran $4,814 exclusive of labor. 


VALUE OF CLEAR-SPAN structure is illustrated in this dual- 
purpose storage and cattle shed (50’ x 112’) built for farmer 
Dorwin Fortner. It’s easy to maneuver machinery and ceiling- 
high storage uses every inch of space. 


STEEL FRAMEWORK for 70’ x 96’ clear-span warehouse to be 


built in Seward Lumber’s own yard. Building will also serve as 
demonstration model. 








FARM PACKAGES 


(begins on page 60) 





the kitchen table. This means night 
customer calls a good part of the year. 
Fall is the busy building season, but 
there is plenty of building talk in the 
meantime. 

Don offers the following impor- 
tant tips in selling packaged buildings: 

1. Always be the last man to bid 
the customer. This means keeping on 
top of farm prospects. 

2. Never give an estimate over the 
phone. It may be necessary to do a 
little bargaining. 

3. Be sure you have insurance on 
buildings under construction. Seward’s 
customer contract stipulates that “fire 
and wind insurance will be carried by 
the owners.” 

Good prometion. The best possible 
advertising is word-of-mouth adver- 
tising among satisfied farm customers, 
Don finds. Word of farm building 
construction travels fast, even the in- 
tent to build. 

In addition, Don’s supplier sends 
direct mail to about 1,400 boxholders 
on four rural routes that fan out from 
Seward. The firm’s farm building ex- 
hibit at the Winnebago County Fair 
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has created a lot of comment the past 
two years. 

Seward Lumber is making the most 
of sales opportunities afforded by a 
demand for larger and more efficient 
farm buildings. A trend from hand- 
feeding to automation and higher 
dairy standards has necessitated new 
farm buildings and extensions of exist- 
ing structures. 

Need new buildings. To increase his 
profits, the farmer finds it necessary 
to increase his volume while keeping 
overhead, including labor, down. New 
farm machinery is getting larger and 
more expensive every year, too costly 
to leave unprotected against weather. 
Again, this means new, functional 
buildings. 

In addition to the steel frames and 
general building materials from inven- 
tory, many packaged farm building 
sales include barn and cattle equipment 
like auger feeders and silo unloaders. 

Don, who has worked with the same 
associate group of lumberyards for 
the past 15 years, has been manager 
at Seward for five years. He and his 
assistant, Jim Tarbert, are on an in- 
centive sales plan. 

Don feels that the rural dealer who 
can supply the packaged building 
needs outlined above has a good fu- 
ture. 

“Business is there if you go out 
and get it,” he declares. 
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Selecting the Supplier 


Before selecting the clear-span 
frame structure he intended to 
promote, manager Don How- 
arth made a careful study of the 
suppliers and what they had to 
offer. 

Word got around among man- 
ufacturers that he was interested. 
Don tells about one salesman 
who phoned one day. 

“Will you stock a building?” 
he asked. 

“No,” replied Don. 

End of conversation. 

Don explains that his choice 
was based on several factors: ex- 
clusive franchised area, quality 
materials and cooperative help. 

“I can’t build those guys (Bel- 
son Manufacturing Company) 
up enough. They even had a 
man here at 7 a.m. when I 
needed a little sales help with a 
customer, 

“They will draw up special 
blue prints for a proposed job, 
handle our direct mail, even 
help us work our booth at the 
Winnebago County Fair. In ad- 
dition, their price book makes it 
easy to figure optional materials 
on any job.” 
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They hold like screws 


Here are two new nails to help build up your profits. They 
are Bethlehem Grip-Screw Nails and Bethlehem Ring-Lok 
Nails. Both pack terrific holding power . . . and are easy 
to drive. 

Ring-Lok Nails have exceptional holding power because 
of the rings on the shank which act like barbs. 

Grip-Screw Nails have a threaded-type shank that actually 
cuts into the wood like a screw. 


FEWER NAILS NEEDED ON JOB 

With Grip-Screw and Ring-Lok Nails, there is less tend- 
ency toward splitting or loosening, less ‘‘working up.’ Jobs 
move along faster because fewer nails are needed. 


> \ for Strength 
».. Economy 
VW, ... Versatility 
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AVAILABLE IN MOST STYLES 

Both of these new nails are available in most of the popular 
styles including underlay, flooring, drywall and pallet, in 
easy to handle 50-lb cartons. 

When you stock and merchandise these nails, you'll 
find they move fast, with gratifying profits as the result. 
Demand for these nails is growing fast. Write us for further 
information on prices and promotional aids that will 
help you sell Grip-Screw and Ring-Lok Nails! 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 


Circle No. 28 on Handy Cover Card 














jou) RICHARDSON 
Lumber Company 


South 16th Street Clarinda 
.«. the latest development 


in Poleframe® FARM BUILDINGS 
a ee oye TS ae ae. CRG. 3 


MULTI-SPAN” 


WIDTH 





Custom-built FLEXIBILITY 


te fit your individual needs eS 

at less then standard >>, 

construction cost... & r ae 
= $e <4 


LENGTH 


oomny, 
SPAN” buildings — the 


te 50 
“ 
building with clearspan 


through center of building) ond Ihe lorge 











2 

















> a 


NEWSPAPER ADS develop farm building TRUCK IS EQUIPPED with hole-digging apparatus, also provides platform to steady 
leads for Richardson Lumber Co. foreman George Hamm's ladder for final work. 


4-Carpenter Crew Busy on Pole Buildings 


Small-town dealer needs outside sales- 
Problems and Profits of Small-Town Dealers man to follow growing list of farm 
building prospects. 


CLARINDA, IOWA 
Co wearing down 

J farmer resistance to what they 
thought were short-lived structures, 
Richardson Lumber Co. is expanding 
sales of Doane-designed poleframe 
farm buildings. 

A profitable sale of $7,500 right 
in town helped spread the word of 
lasting quality of the buildings. Rich- 
ardson Lumber erected a 40’ x 105’ 
poleframe warehouse with galvan- 
ized steel roof and sidewalls, con- 
crete floor and insulated office space. 
As farmers came in to buy seed, 
they inspected the structure and _ be- 
came convinced it was sound. 

Spying the Richardson nameplate, 
farmers queried the dealer as to use 
of the multi-span buildings. This, and 
advertising in local and farm news- 
papers, provided leads for sales of 
silos, machine sheds and barns. Now 
the building materials dealer is looking 
for a good outside salesman to keep 
up with the growing prospect list. The 
most recent sale was an unpainted all- 
wood 50’ x 65’ poleframe cattle shed 


TRUSSES HANG in Richardson Lumber Co. warehouse after prefabri- at $3,900, 
cation. Hole-digger truck lifts them with boom and winch. No financing problem. President 
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Lyle M. Cassat terms selling the pole- 
frame building package franchised 
from Doane Agricultural Service, Inc. 
as the “salvation of the rural dealer.” 
He indicates there is no difficulty 
getting financing. 

“You get your money and get out” 
he says. He now keeps four car- 
penters busy putting up the struc- 
tures normally built in 22’ to 50’ 
widths and any length of 15’ spans or 
sections. 

Improves efficiency. Because the 
pressure-treated poles used in con- 
struction are imbedded 9’ in the 
ground with a concrete pad on the 
lower portion, a large augur is needed 
to drill the holes. Although Cassat 
could rent machine posthole diggers, 
it was troublesome and expensive. 

Son Kenneth L. Cassat made in- 
quiries and the firm bought a used 
telephone company truck for $600 
complete with 18” augur, winch, boom 
and two-speed rear end. For another 
$100 a permanent scaffolding was 
erected atop the truck at normal side- 
wall top height to give workmen a 
steady, yet mobile platform. They can 
handle roofing, siding or ladders 
more easily. The truck also is used for 
unloading cars. 

Remodel store. Finding their old 
display area too cramped, the Cas- 
sats had the showroom remodeled 
last fall at a cost of $15,000. En- 
larged to cover an adjacent 16’ al- 
ley, the new showcase displays a wide 
range of building materials. 

Large front windows permit a view 
of the spotlighted complete kitchen. 
Focal point is the planning center, 
added to help achieve the firm’s 
planned increase from $300,000 vol- 
ume to over $400,000. Walk-in trade 
is brisk. 


pS ee | 4 oR bie 8 
TO COMPLETE THE poleframe barn erec- 
tion, George Hamm nails the ‘‘Doane- 
Designed"’ nameplate to the west gable 
for all to see. 


"Bes? 2 . 


NEWLY-FINISHED $9,000 house was 
built by subcontractors for Richardson 
in effort to stimulate Clarinda home 
building. 
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READ AND LEARN HOW: 


Prebuilt 
Housing 


Will Affect 


Your 


Business 


WHETHER YOU LIKE 
IT OR NOT. 


The most comprehensive, authoritative and timely report of the 
year for building materials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. In- 
cludes details of three fabrication programs by leading building 
materials and sash-and-door wholesalers. 





Don't miss this important staff report, reprinted from A.L. & 
Building Products Merchandiser. 


FIFTY CENTS A COPY 
Quantity Prices Upon Request 


Reprint Editor 

A. L. & Building Products Merchandiser 
59 E. Monroe 

Chicago 3, Illinois 


Please send me copies of the reprint, ‘‘Prebuilt Housing 
Will Affect Your Business.'’ Payment is enclosed. 


NAME 
FIRM. 
ADDRESS 











ZONE STATE 





August 1, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








SIGN ON MAIN STREET calls 


garages. 





motorists’ attention to availability of Lu-Re-Co cottages, 


Problems and Profits of Small-Town Dealers 


Components Will Help You Sell 


Cottages, Garages and Homes 


Lu-Re-Co construction package includes ready-mix, plumb- 
ing, heating and electrical supplies; also labor and financ- 
ing for small-town Indiana dealer, Maynard M. Spann. 
Extra customer service is your best promotion tool, he says. 
Spann's record: 33 packaged buildings in four years from 


a village of 973 people. 


ELLING THE COMPLETE pack- 

age of materials and dealer serv- 

ices is as effective in Pierceton, Ind. 

(Pop. 973) as in any major metropoli- 
tan center—perhaps, more so. 

This is proven by taking a quick 
look at the operation of Maynard M. 
Spann, owner, Pierceton (Ind.) Lum- 
ber Co. (“Your Golden Rule Yard.”) 

Since starting in the Lu-Re-Co 
business four years ago, Spann has 
sold 33 “packaged buildings’—15 
homes and 18 summer cottages. 

“We furnish Lu-Re-Co cottages or 
homes in any degree of complete- 
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ness,” explains Spann. “The beauty 
of the operation is that even the cus- 
tomers who erect the structures 
themselves pay full markup on ma- 
terials and our assembly labor as part 
of the package price. 

“There are cases, of course, where 
the customer prefers conventional 
construction. If it appears to us that 
we may lose a sale by forcing Lu-Re- 
Co too much, we naturally give the 
customer conventional construction.” 

Spann points out that markup on 
the Lu-Re-Co homes is better than 
on conventionally-built homes the 


firm supplies and that markup on 
summer cottages is even better—gen- 
erally around 25%. 

“We believe it’s a little silly to sell 
customers a home and then tell them 
they must go elsewhere to get their 
own plumbing, heating and electrical 
materials and labor. This is just push- 
ing the customer into someone else’s 
arms. So, we supply ready-mix con- 
crete from our own plant, plumbing, 
heating and electrical supplies and the 
labor or supervision of the entire 
job.” 

Here’s the details of Spann’s con- 
struction system for summer cottages 
and homes: 

Market area. Pierceton is located 
on U. S. 30 in rich farming and re- 
sort country 40 miles east of Ft. 
Wayne. Kosciusko County, in which 
Pierceton is located, has more than 
90 lakes; the county is considered 
one of northern Indiana’s prime sum- 
mer cottage areas. 

Fabrication. Spann’s yard makes 
Lu-Re-Co panels and trusses only as 

(continued on page 68) 
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| Displays 


Inspire 


Lu-Re-Co 


Sales 


DISPLAY SUMMER COTTAGE (top picture) was kept on a lot owned 
by Pierceton Lumber all winter as a reminder to potential customers. 
The garage model shown directly above is maintained in firm's yard 
as permanent sales display. 
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COMPONENTS HELP SELL (esins on page 66) 





MODULAR PANEL is shown by M. M. 
Spann, owner, Pierceton Lumber, and 
yardman. 


INSULATION BOARD SHEATHING in modular 4’ x 8’ size is used on all Lu-Re-Co 
panels by Pierceton Lumber Co. It's a simp'e jig that’s easy to make, dealer 


explains. 


they are needed to fill orders. 

“I don’t think small yards should 
worry about storing panels or keeping 
their fabricating operations going all 
the time,” he explains. “Once you 
have the jigs set up and your yardmen 
trained to turn out panels and trusses, 
you are ready to supply any house 
order in a day or less.” 

Materials. “We produce the stand- 
ard 4 x 8 ft. Lu-Re-Co panels,” adds 
Spann, “using high-strength insula- 
tion board sheathing. The insulation 
board sheathing helps keep the cot- 
tages cool in summer and dry and 
warm during the cooler spring and 
fall months. 

“We particularly like the product 
because it is easy to staple to the 
framing members and it provides 
excellent structural strength for the 
panels. 

“Some of our cottage customers 
merely paint the sheathing on the 
outside and nail on batten boards at 
the joints. This serves as the outside 
wall. Others apply any of several types 
of siding over the sheathing.” 

Advertising. Spann uses classified 
ads and broadsides, which are mailed 
and given to customers in the yard. 
The classified ads, which promote 
“summer cottages for $1,595 with no 
down payment,” appear regularly in 
five weekly newspapers in the yard’s 
trading territory. The broadsides fea- 
ture a picture of the cottages and 
spaces where prices can be written 
in depending on the state of com- 
pletion the customer desires. 

Customer options. Customers may 
purchase the cabins in about any 
state of completion. Prices are broken 
down to meet about any situation. 

For example, the customer may 
erect his own foundation and cabin 
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W-TRUSS, using bolted connectors, is used for both Lu-Re-Co 
cottages and homes by small-town Indiana lumberman. 


Prices are: cabin panels, 
trusses, and roofing—$1,595; plus 
$162.50 for foundation materials; 
plus $400 for a complete package of 
interior finish materials including 
plumbing and electrical items. If the 
customer wants the cabin erected for 
him, total labor bill is $450. 

“One nice part about the Lu-Re-Co 
cabin,” says Spann, “is that the av- 
erage fellow can erect one himself 
with a minimum of instruction in a 
day or so. Also, since we know our 
costs on panels and trusses exactly, 
we can instantly quote a price if a 
customer wants a cabin four or eight 
feet longer or wider than our basic 
24’ 8” x 28’ 8” plan.” 

Financing. Spann has arranged fi- 
nancing with a nearby lending com- 
pany, which will handle a cabin on a 
customer’s paid-up lot with no down 
payment. Steep interest charges have 
held these transactions down. 

However, most customers 


himself. 


have 


money for a down payment and 
Spann helps them arrange financing 
with one of several banks in the area. 
Lu-Re-Co garages can be financed 
by FHA. 

“Perhaps cottages and second 
homes will be eligible some day for 
FHA financing if we work at it,” 
observes Spann. 

Extra services. “In a small town area 
like ours,” concludes Spann, “extra 
customer service is part of the job. 

“For example, we have obtained 
driveway permits from the state high- 
way department for some customers. 
We have even put in lawns for some 
of our customers. We always help 
them get building permits, secure fi- 
mancing, draw up rough and fin- 
ished plans to meet their particular 
needs for a house or a summer cot- 
tage. Sometimes you find that one or 
two extra services which you per- 
form for a customer does you about 
as much good as an entire promo- 
tional program.” 
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Flintkote Insulating Siding—Ledge Rock Stone Design—New Colors. 


Flintkote Insulating Siding—Stri-Wood Shake Design—New Colors. 


Flintkote Insulating Siding Bark Brick Design. 


tai By: ' 


Flintkote Duo-Vina Asbestos Siding (12"x 24") with Double 
Coated Plastic Finish with color-matching accessories. 


Flintkote Clapboard 32 Asbestos Siding (9%" x 32") with Double 
Coated Plastic Finish with color-matching accessories. 


Bs DEE EY fern Ek 
Flintkote-Alcoa Aluminum Siding—4 pastels and white. 


Flintkote Salesman Earl Reed says: 


“Watch your profits climb with 
Flintkote—the only company — 
with a full line of insulating,as- & % 
bestos and aluminum siding!” FLINTKOTE 


You'll find him a great guy to work with...and he knows his stuffin building materials 4 »erica’s broadest line 
—especially siding. The Flintkote Company, 30 Rockefeller Plaza, NewYork 20,N.Y. of building materials 
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PUBLIC AUCTION 


SATURDAY, MAY 16 3 


INVENTORY SALE Z 


SALE LOCATED AT 110 NORTH SAGINAW STREET 
‘4 mile Senih of M-76 Highway in Durand, Michigan 
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VARIETY OF MERCHANDISE was adver- 

tised in broadsides listing dozens of 
“DID | HEAR $90?" shouts auctioneer, with cane, as spirited bidding disposed of items, also newspaper and radio. Entire 
all merchandise offered at Glaser's inventory sale. promotion was handled by auctioneer. 


“Going, Going, Gone!” 


Auctioneer's gavel sells $12,000 of country dealer's dead merchandise 
in eight hours. 


N AUCTION is a good way to LUMBER WAS SORTED according to size and length and customers frequently took a 
get rid of old merchandise at a = complete lot. 

profit. Old merchandise will some- 
times bring more than new—and the 
older the better. 

That’s the experience of Glaser’s 
in Durand, Mich., pop. 3,194. This 
country yard, which specializes in 
lumber, millwork and builders’ hard- 
ware, held its first auction last year 
and may have another this year. 

In the space of a few hours one 
Saturday, the auctioneer had sold 
$12,000 worth of dogs and cats that 
had accumulated over the years. 
Glaser admits that it may be some- 
thing of a job to find enough old 
items for a new auction each year. 

The whole promotion was turned 
over to an experienced farm auc- 








tioneer, who took 5% of the gross 
for his services. He handled the dis- 
tribution of hand bills and placed 
newspaper ads and radio spots, He 
even visited the premises several days 
in advance to suggest how merchan- 
dise should be laid out and tagged. 


The terms of the sale were strictly 
cash for all items of $20 or less. 
Two bank clerks were on the prem- 
ises for customers who wished to 
establish credit before the bidding 
started. 


Every item was given a lot number 
tag by the auctioneer for identifica- 
tion purposes. Slab doors were one of 
the best sellers, but form lumber and 
off-grade dimension also sold espe- 
cially well. Some blocking and dun- 
nage lumber was actually auctioned 
for more than it would have brought 
new. 


“The older it was, the better it 
seemed to go,” explained Joseph G. 
Glaser, mentioning boxes of odds-and- 
ends of hardware that had been 
around for 12 years. However, the sale 
was “sweetened up” with a few items 
like power drills. Floor tile, ceiling tile 
and paint were all good sellers. 


About 20 farm trailers were bor- 
rowed as mobile display islands, the 
side rails removed and merchandise 
stacked on the flat bed. One idea 


we 


FARM TRAILERS were used as mobile display islands to enable Glaser’s to move 
merchandise under cover in case of rain. 


was to wheel these into the ware- 
house and continue the auction in 
case of rain. 

About 500 pople showed up dur- 
ing the day, some coming 60-70 miles 
away. As the result of the advance 
advertising, some people came a day 
early to look over the merchandise 
and decide what they wanted. The 
hand bills blanketed several counties. 

Sales would have been larger, ex- 


cept for a tornado funnel, which sent 
the crowd running. 

This was an eight-hour sale. An- 
other time, Glaser would favor a 
five-hour sale, running it from 10 a.m. 
to 3 or 4 p.m. Besides selling every- 
thing put up for sale, Glaser can 
point to another sign of a successful 
promotion: a neighboring dealer ran 
an auction for the first time a month 
later. 





LOOKING FOR EXTRA PROFITS...? 


seu A NEVAMAR opo-tr-voursELF PACKAGE 


~ 
PHOTO: ONE OF MANY PROJECTS 
IN THE NEVAMAR PLAN BOOK 


is is 
NEVAMAR 


D WITHSTANDS BONING WATER 
D OESIGHED FOR LONG LIFE 


This book is available in 
quontity to every NEVAMAR 
dealer. Contact your NEVA- 
MAR distributor—you'll find 
him in the Yellow Pages. 





The NEVAMAR Do-it-yourself Plan Book gives 
the handy man an opportunity to build excit- 
ing furniture pieces with a genuine professional 
look. The secret is in the NEVAMAR lifetime 
surface. It’s satin-smooth, needs no finishing 
and stays beautiful always. Every project in 
this book means extra sales for you. Take the 
coffee table illustrated as an example. It re- 


quires: 
1 sheet of 48” x 96” NEVAMAR 


1 Quart of Contact Cement 
1 24” x 60” piece of %" plywood 
1 48” x 60” piece of “2” plywood 
4 self-leveling 9” legs 
1 can of wood glue 
Screws and finishing nails 
Add this up and see for yourself what it means 
in sales and profits. 


NEVAMAR DIVISION: 


THE NATIONAL PLASTIC PRODUCTS COMPANY 


Saran and Nylon Fibers—Nevamar High-Pressure Laminates—Wynene Extruded and Molded Products 


ODENTON, MD. » NEW YORK, N.Y. * LONG BEACH, CALIF. « MIAMI, FLA. « CHICAGO, ILL. * DENVER, COL. 
PORTLAND, ORE. * SAN FRANCISCO, CALIF © CHARLOTTE, N.C. * JACKSON, TENN. * INDIANAPOLIS, IND. 
Circle No. 30 on Handy Cover Card 
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Specifications and Market Data on Products You Can Seti 


new PRODUCTS 


High-Style, Coordinated Doors 
Bring Unity to Home Interiors 


New Symphonic doors provide a con- 
tinuity of decorative effect throughout 
the home. The doors were designed for 
Simpson Logging Co. by Walter Dor- 
win Teague Associates. They are avail- 
able in two individually-styled “fam- 
ilies”: the Sonata (left) and the Con- 
certo (right). Either of the two styles 
may be used for all doorways. Coordi- 
nated use of one of the door “families” 
for entrances, living room, bedrooms, 
bathrooms, closets, playroom and kitch- 
en helps to establish a decorative motif. 


Sonata Symphonic doors have curved 
rails. For additional design diversity, 
Sonata doors are available with plain or 
planked panels. Design arrangement of 
material within the vertical panel space 
in the upper side portion of the door. 


Market data. An interior 2’6” x 68” 
x 1%” Concerto door retails for $17; 
the same size Sonata door retails for 
about $19. These prices are based on 
30%-40% retail markup on wholesale 
cost. The doors now are available from 
independent door distributors. Special car- 
tons are available for all exterior doors. 


The doors now are ideal items for sale to 
both consumers and contractors. Dealer 
sales aid include a four-page, four-color 
catalog now available. Simpson Logging 





Co., Dept. AL, 2039 Washington Bldg., 
Seattie 1, Wash. 
Circle No. 201 on Handy Cover Card 





Introduces a Giant-Sized 
Full-Range Vari-Pitch Louver 


A new giant-sized triangular louver, 
called the LoManCo Full-Range Vari- 
Pitch, can be quickly adjusted to ac- 
commodate all the way from 2-12 to 
10-12 roof pitches, says maker. Its au- 
tomatic slat adjustment feature allows 
more free area of ventilation set at any 
pitch, says maker. Cutaway section 
(left, above) shows slats at 2-12 pitch; 
section at right shows slats at 10-12 
pitch. Center spacer bar supplied with 
clip fasteners keeps the slats from sag- 
ging. 
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The new louver is made of heavy 
.025 gauge rustproof aluminum. Com- 
pletely factory assembled, it is ready for 
installation and is supplied with 8 x 8 
mesh aluminum bug screens. 

Market data. Offering a dealer dis- 
count of 3344 % from list, the new louver 
now is available in three sizes from 
building supply distributors. The small- 
est louver has a base length of approxi- 
mately 68”. Model 1035 retails for $12.- 
80; 1044, $16.80; and 1052 for $23.80. 
It is packaged two louvers per carton. 
It is primarily an item for contractor 
sale. Minimum dollar investment for a 
dealer amounts to $100. Sales aids in- 
clude a catalog and brochure, which may 
be obtained by writing to Louver Man- 
ufacturing Co., Dept. AL, 3603 Wood- 
dale Ave., Minneapolis 16, Minn. 

Circle No. 202 on Handy Cover Card 


More facts in a 
hurry? Use the new 


postage-free card 
on the back cover. 





(For more new products, see page 74) 


Surface Mounted Medicine 
Cabinet Line Offered 


A new Patrician line of surface 
mounted medicine cabinets features 
heavy gauge steel die-stamped. Each 
cabinet has mitered corners for easy 
cleaning; four keyholes for secure and 
permanent mounting; safety-edged shelves 
electro-plated, copper-backed mirrors and 
all edges are metal frame protected. The 
cabinets are finished in white enamel. 

Market data. Ten models, listing from 
$3 to $12, are available in the Patrician 
line. An illustrated price list may be 
obtained by writing to Ohio Stamping 
& Mfg. Co., Dept. AL, 5103 Lakeside 
Ave., Cleveland 14, Ohio. 

Circle No. 203 on Handy Cover Card 
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Sales pick up when you sell fix-up... 


with SHEETROCK ‘ideas... 


WALLBOARD 


When a home owner decides to remodel, or redecorate 
interior walls and ceilings, he offers you an opportunity 
to make a profitable package sale. Building additions, 
enclosing areas to make new rooms—home 


improvements such as these are easier to sell with clean, 


low-cost construction systems using SHEETROCK 
Gypsum Wallboard, made only by United States 
Gypsum ... and U.S.G. remodeling ideas! A host of 
U.S.G. literature and sales promotion aids is ready 

to help you make those bigger sales. Included is a new, 
24-page home improvement idea book: “SHEETROCK 
... Look What It Can Do For You.” See your 

U.S.G. representative, or write Dept. AL-03, 

300 W. Adams St., Chicago 6, Illinois. 





SESS EY. wi OF Tiey SOVer Tore ~ 





NEW PRODUCTS 
(begins on page 72) 





Prefabricated Patio Kits Allow Savings 


A prefabricated, packaged, patio kit allows do-it-yourselfers 
or contractors to install quality patios at savings up to 75%, 
says maker. The patio shown in the photograph, was as- 
sembled for less than $1.50 per square foot, because fiber- 
glass roofing and Grade A California redwood understructure 
was precut and notched, maker announces. Twenty different 
patio packages are available from the manufacturer. 

Market data. Each patio kit contains all necessary materials, 
accessories and easy-to-follow installation instructions. The 
fiberglass roofing panels are offered in a choice of decorator 
colors. Patio sizes and suggested retail price range from 8’ 
x 10’ at $99.50 to 12’ x 24’ for $411. Average installation 
costs are $30 and $75, respectively, it is said. 

Dealer sales aids include display and merchandising ma- 
terials and national advertising. Dealers are not required to 
stock the kits; factory shipment is made immediately upon 
order. Stylemaster Patio & Building Products, Dept. AL, 
13227 Hallidale St., Gardena, Calif. 

Circle No. 204 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 





Flakeboard Panel with Many 
Uses Is Introduced 

New Formica Flakeboard is primarily 
an underlayment material for such lam- 
inates as Formica laminated plastic. It 
also may be used as corestock material 
for furniture, cabinets or paneling. Top 
and bottom faces of Flakeboard are 
made of fine fibers with high resin con- 
tent to produce surfaces that are smooth. 


A balanced, three-ply construction with 
flake center and tough, fibrous surfaces 
gives each panel exceptional strength, 
says maker. 

Flakeboard offers excellent machin- 
ability and screwholding power. It can be 
sawed, drilled, routed and shaped. Will 
take wiggle nails, fasteners, staples. Can 
be slotted. 


Market data. A complete range of 
sheet sizes %4” thick are available to 
match Formica decorative laminate 
sheets. The Flakeboard also is available 
in thicknesses of %”, 4%” and 56”. It may 
be obtained from Formica distributors in 
all markets except those on the West 
Coast. Dealer sales aids include a book- 
let (Form No. 884), two 15-minute 
motion pictures and a free sample, 
which may be obtained by writing to 
Formica Corp., sub. of American Cy- 
anamid Co., Dept. AL, 4614 Spring 
Grove Ave., Cincinnati 32, Ohio. 

Circle No. 205 on Handy Cover Card 





Brush-On Ceiling Cement for 
T&G Tiles Is Available 


New Brush-On Ceiling Cement is 
simply brushed onto back of tongue- 
and-groove tile in small dabs, each about 
the size and thickness of a silver dollar. 
In many instances, the new cement meth- 
od of installation eliminates the need for 
nailing furring strips to an old ceiling, 
says maker. With a few staples to hold 
them up while the cement dries, T&G 
tiles can be applied directly to any ceil- 
ing in good condition. It doesn’t matter 
if it’s plaster or gypsum wallboard or if 
the surface of ceiling is unfinished, 
painted, or papered, says maker. 


Market data. Armstrong Brush-On 
Ceiling Cement is packaged in quart and 
gallon cans. One gallon covers about 
250-300 square feet. It retails at $6.95 
per gallon; $2.75 per quart. Usual re- 
tail markup on cost is 50% per gallon, 
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55% per quart. Available from Armstrong 
wholesalers, the new cement is an ideal 
item for both do-it-yourself and con- 
tractor sales. Dealer sales aids include a 
product folder and self-selling displays. 
Armstrong Cork Co., Dept. AL, Lan- 
caster, Penna. 
Circle No. 206 on Handy Cover Card 


Develops Aluminum Lap Siding 

A new line of aluminum lap siding, 
called Marathon, now is available in 
both insulated and non-insulated form 


in standard length panels. The siding 
utilizes an exclusively designed method 
of interlocking panels, called Para-Lock, 
which is said to assure constant contact 
and perfect spring tension along the 
entire length of a panel at all times. The 
lock-tight device is said to assure Mara- 


thon users a perfect job every time. 

Marathon Siding carries a 10-year fac- 
tory guarantee against chipping, cracking, 
blistering or flaking. It is offered in a 
complete range of decorator colors. Pre- 
punched elongated nailing holes permit 
panel expansion and contraction. A %” 
fully extended backerboard is factory 
laminated to pane! for moisture-resistant 
insulation. A large array of accessories 
also is available. 

Market data. Marathon Siding is avail- 
able from wholesale building material 
suppliers or direct from maker. It is an 
ideal item for both consumer and con- 
tractor sales. Dealer sales aids include 
displays, sales presentation book, pre- 
filmed commercials, prerecorded 
radio platters and literature available 
upon request from Security Aluminum 
Co., Dept. AL, 385 Midland Ave., De- 
troit 3, Mich. 

Circle No, 207 on Handy Cover Card 
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Offers Precut Window Packages 


A new assembly system announced by 
Keystone Alloys Co. provides precut 
window packages with all window 
frames cut to size, notched and drilled. 
For assembly, a single all-purpose die 
has been designed. Four different types 
of aluminum storm windows are avail- 
able under the new precut plan. 

Window assembly is so simple that 
unskilled labor can easily handle it, 
says maker. 

Market data. Suggested retail price of 
the four different Keystone storm win- 
dows is $20. Retail markup on cost is 
100%. The precut window packages are 
available direct from maker. They are 
ideal items for both consumer and con- 
tractor sales. Minimum dollar invest- 
ment for a dealer is $500. Dealer sales 
aids include literature, ad mats and 
samples. Keystone Alloys Co., Dept. AL, 
Box 308, Derry, Penna. 

Circle No. 208 on Handy Cover Card 


Adjustable Post 
Anchor Announced 


Ancor-Eez post anchors 
are suitable for a variety of 
applications such as car- 
ports, patios, porches, par- 
titions and general construc- 
tion. They allow up to 2%” 
lateral adjustment and 142” 
vertical adjustment. Easily 
installed, the unit provides 
termite and dry-rot protec- 
tion with stand-off plate that 
prevents fungi and termites 
from attacking post. It is 
available in sizes 4” x 4”, 
4” x 6”, 6” x 6” and 8” x 8”. 
Woodmack Products, Dept. 
AL, 1080 N. 11thSt., San 
Jose 12, Calif. 


Circle No. 209 on Handy Cover Card 





Built-in Ironing Board and 
Mirror-Door Cabinet Unit 

A new built-in ironing board and mir- 
ror-door cabinet of all-steel fabrication 
is being introduced under the trade- 
mark name of Step-Sav. With the cab- 
inet door closed, the copperized, crystal 
clear mirror enhances any decor in all 
sizes of houses and apartments, says 
maker. 

Step-Sav is a self-contained, perma- 


August 1, 


nent fixture, prewired, self-fused and 
engineered for any kind of wall con- 
struction. All a homemaker need do is 
open the mirrored door on its sturdy 
piano hinge and swing down board for 
easy ironing. A holder keeps iron off the 
board entirely when not in use. 


Market data. Step-Sav is listed at 
$109.50. For further details, write to 
Cadiz Electric Corp., Dept. AL, 221 W. 
Walton, Chicago 10, Til. 

Circle No. 210 on Handy Cover Card 
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Rolling Window Introduced 


A new aluminum prime rolling win- 
dow of monorail design is announced. 
Designated as Nos. 100, 200 and 400, 
the window is available in three models, 
two-track and four-track for fin trim or 
wood buck installation. 

Market data. The new design concept 
and “Girder” construction results in a 
competitively priced rolling window, 
maker announces. Literature and full 
details now are available direct from 
the maker, Atlas Aluminum Corp., 
Dept. AL, Lancaster, Penna. 

Circle No. 211 on Handy Cover Card 
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Leigh Low-Cost Access Doors 


Leigh No. 680 Access Doors provide 
homeowners with quick, easy access to 
piping or electrical and plumbing con- 
nections. The door eliminates costly re- 
pairs and redecorating when it is neces- 
sary to break through ceilings, walls or 
floor to replace or repair. 

Offering easy installation, the door 
requires no special framing, cutting or 
adjusting. The door frame margin is 142” 
wide and has multi-perforations to pro- 
vide ample nailing area. Perforations also 
provide an excellent plaster bond. Two 
simple cam locks hold the door secure. 

Market data. Leigh No. 680 Access 
Doors are available in five sizes: 8” x 8”, 
oar ee. 14 Re ae ee 
22” x 24”. List prices range from $3.99 
each to $9.80 each. Leigh Building Prod- 
ucts, Div. of Air Control Products, Inc., 
Dept. AL, Coopersville, Mich. 
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new SALES AIDS 


Wall and Ceiling Panels 


Chips of Barclay’s prefinished plasti- 
coated paneling now are available in a 
new counter display for the homemaker 
to examine, compare or take home if 
she wishes. The display, which meas- 
ures 26” x 18”, places the manufacturer’s 
entire line of Streamline, Solidtone, Tile 
and Woodgrain panels, as well as an 
ample supply of descriptive literature at 
the fingertips of the consumer. Dealers 
may obtain the new display through 
their distributors. Barclay Mfg. Co., 
pag — 385 Gerard Ave., New York 


Circle No. 215 on Handy Cover Card 


Has New Roofing & Siding Selling Center 

A new display of major aluminum roofing and siding prod- 
ucts manufactured by Kaiser Aluminum & Chemical Corp. 
now is available for showing by dealers. The unit may be 
obtained on a loan basis by dealers for use in their exhibits at 
fairs, home and building materials shows. 

The display, which fits into an 8’ or 10’ exhibit space, in- 
cludes samples of Kaiser Aluminum’s Diamond-Rib, Twin- 
Rib, Green Diamond-Rib and Perforated Diamond-Rib. Addi- 
tional material may be placed on a shelf that folds out of the 
right panel. 

Case size of the display is 8’ x 4’ x 1’; gross weight is 
299 pounds. Dealers may obtain further details about the dis- 
play by writing to Building Products Sales Dept., Kaiser 
Aluminum & Chemical Corp., Dept. AL, 300 Lakeside 
Drive, Oakland 12, Calif. 





permit combination display of 10” cor- 
rugated or 24” hardboard backed sam- 
ples. The new displayer is ideal for use 
as a free-standing single unit, wall or 
island unit. On its own easel, a single 
rack displays eight 10” corrugated sam- 
ple folders or several combinations of 
10” and 24” samples. 

Two wire racks joined together and 
standing away from wall as shown in 


Roofing Sample Displayer 
Versatile roofing sample racks, which 
can be used in single or multiple units, 
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photographs above displays as many as 
sixteen 10” shingle samples. Joining three 
or four wire racks together provides a 
triangular or square free-standing is- 
land unit. Literature holders are at- 
tached to all displayer combinations now 
available from The Celotex Corp., Dept. 
AL, 120 S. LaSalle St., Chicago 3, Il. 
Circle No. 214 on Handy Cover Card 


More facts in a 
hurry? Use the new 
postage-free card 
on the back cover. 


Picture Story Tells How Easy 
It is to Install Versa Railing 

A 12-panel picture story showing the 
simplicity and ease with which a do-it- 
yourselfer may install Versa Railing 


now is available. Taken on-the-job, 
photographs show a step-by-step installa- 
tion beginning with a plain front en- 
trance and continuing until it is trans- 
formed into an entranceway that is 
beautifully styled and offers greater 
safety. 

No special tools or skill are required 
to install Versa Phos-Fused Iron Rail- 
ing, says maker. Related Versa products 
available include columns, lantern posts 
and lanterns. Versa Products Co., Dept. 
AL, Lodi, Ohio. 
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new LITERATURE 


Time-Saving Card—See Back Cover 


A new brochure fully describes the advantages of tongue- 
and-grooved 2-4-1 fir plywood subflooring panels. It also out- 
lines specifications and provides installation notes. Sample 
copies are available without charge. In quantity, they are 2¢ 
each or $1.75 per hundred. Write to Douglas Fir Plywood 
Association, Dept. AL, 1119 “A” St., Tacoma 2, Wash. 

Circle No. 217 on Handy Cover Card 

Moldings, Paneling, Siding. A new 12-page brochure il- 
lustrates in color the complete line of Philippine Mahogany 
offered by Insular Lumber Co. The booklet includes paneling, 
shelving, siding, moldings, bedrails, boards, door jambs, floor- 
ing and standard grades of lumber. For a free copy, write to 
Insular Lumber Co., Dept. AL, 1405 Locust St., Philadelphia 
2, Penna. 

Circle No. 218 on Handy Cover Card 

New catalog No. 100, entitled “Sealtight Products for Con- 
crete Construction,” fully describes the wide and varied line 
of products available for use in the construction of highways, 
bridges, airports and concrete construction of all types. For a 
free copy of catalog No. 100, write to W. R. Meadows, Inc., 
Dept. AL, 26 Kimball St., Elgin, Ill. 

Circle No. 219 on Handy Cover Card 

Aluminum Sliding Glass Doors. A new eight-page catalog 
describes the complete line of Arcadia Series 150 stock-size 
aluminum sliding glass doors. Quarter-size detail drawings of 
two, three and four-panel doors are shown, along with typical 
installation details and architectural specifications. Write for 
catalog SL-140, Arcadia Metal Products, Dept. AL, 801 S. 
Acacia Ave., Fullerton, Calif. 

Circle No. 220 on Handy Cover Card 


Revised edition of “How Arbitration Works” is rearranged 
in 17 chapters and numerous sub-sections. It is a penetrating 
study of the procedural and substantive aspects of the arbi- 
tration process and at the same time an invaluable reference 
source for employers, unions and their counselors. Copies of 
the revised volume are available from The Bureau of Na- 
tional Affairs, Dept. AL, 1231 24th St., N.W., Washington 7, 
D. C., at $9.65 per copy. 

Circle No. 221 on Handy Cover Card 

Six case histories of steel strapping applications show the 
Stanley Steel Strapping System in action bundling specialty 
lumber, handling dimensional lumber, packaging building ma- 
terials, uni-tieing veneer flitches and securing boxes to pal- 
lets. Illustrated are power strapping machines, portable elec- 
tric tools and manually operated tools, including the new 
stanley “O” series of tighteners. For a copy of the brochure, 
write to Stanley Steel Strapping, div. of The Stanley Works, 
Dept. AL, New Britain, Conn. 

Circle No. 222 on Handy Cover Card 

The 1960 edition of “Garden Redwood Ideas from Califor- 
nia” offers 16 pages of landscaping ideas and helpful redwood 
information. It shows how redwood structures can add to 
garden color; ideas for redwood fences and natural finishes 
for redwood. Single copies of the booklet are available free to 
dealers. Additional quantities, with or without the dealer im- 
print, may be ordered at cost by writing the Dealers Service 
Library, California Redwood Association, Dept. AL, 576 Sac- 
ramento St., San Francisco 11, Calif. 

Circle No. 223 on Handy Cover Card 

Ford Tractors and Industrial Equipment. Thirty-three ac- 
tion photographs in a new four-color, 16-page booklet show 
Ford loaders, backhoes, dozers, earthcavators, fork lifts, 
cranes and other industrial equipment in use with Ford 
tractors. The applicatiors described include heavy and light 
excavating; heavy and light loading; scraping, leveling and 
grading; and lifting, towing and general utility. The booklet, 
entitled “Ford Tractors, Equipment for Construction,” is free 
on request from the Industrial Tractor and Equipment Sales 
Dept., Tractor & Implement Div., Ford Motor Co., Dept. AL, 
2500 E. Maple Road, Birmingham, Mich. 
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TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 








eceoene 4 wide panel on 
Cross cuts 

Both cross cuts and rip cuts 

can be made without re- 

moving panel from ma- 

chine. One man can handle 

a 4 x 12’ panel! 


Bennett 


TRADE 


Box 339 











RICHARD C. BENNETT MFG. CO. 


LACEYVILLE, PENNSYLVANIA 


Ripping a 5’ wide panel on Model 
583. 


Distributed in 
CANADA 


” 
Rip cuts 
Cross cuts or rips panels of 


TILEBOARD @ PLASTICS AND 
HARDBOARD PLASTIC 
PLYWOOD LAMINATES 


ALUMINUM WRITE FOR 
LITERATURE 


by 
HAMILTON LUMBER 
AND SUPPLIES, LTD. 
669 Parkdale 
Ave. North 
HAMILTON, Ontario 
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SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 


Write for our free booklet, You can get 

real dollar savings through safe lumber yard 
operations, which explains how costly unsafe 
practices can be and shows how our 

Safety Engineering department can save 
money for your lumber yard. Write Lumber 
Insurance Department. 





Lumbermens “4 (UWL) QW 
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PLASTIC for wood finishes! 

APPLIES LIKE PUTTY . . . STICKS LIKE GLUE! 
FAMOWOOD is the answer... where wood 
finishes are important. Simple to use .. . effi- 
cient, lasting, time-saving, when filling wood 
cracks, wouges, nail and screw holes or cor- 
yonting de . CAN BE USED UNDER 
FIBERGLASS. Dries quickly, doesn’t shrink. 
wa = under adverse conditions. FAMO- 
Ww sands easily, does not gum up sander, 
Takes spirit dye stains freely. Waterproof and 
therproof when properly applied. Ready 

to use—“right out of the can.” 15 matching 
colors, with amazing matchless wood finishes. 


FURNITURE MFGS SASH AND O 


FAMOWOOD . ..the AMAZING... 


Susana dintaanatamen mamees eoteeeneten ease 738 
BEVERLY MANUFACTURING COMPANY ics ancruts s, ease 


Menefacturers of...fFAMOWOOD ¢ FAMGGLAZE © FAMOSOLVERT 
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“Have You Overlooked This? "I 
' The following manufacturers were carrie 
ADVERTISERS’ INDEX in the July 18 issue of American Lumber- 

man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 
Aluminum Company of America 

For more information on Alcoa Sid- 

Abitibi Corporation ing, use handy cover. card. 
Barrett Div., — Consent Ce. 3 
Information and samples 0 arre 
Bennett Mfg. Co., Richard C. “Storm-King” self-sealing shingles 
a Steel Co. available. 
everly Mfg. C eiainieanene 
Offers coi mplete info on Pacry by eet 
Curtis ies : more profit per square foot of she 
es ‘Componies ine space with Behr-Process finishes 
for redwood. 
Dexter Lock Division, Butler Mfg. Co. 
Dexter Industries, % Write for samples, sales aids, and the 
Durham Co., Donald name of your nearest distributor of 
Butler’s “Rib Stylux” panels. 
Dodge Co F. W. 
Evans Products Co. Free booklet offered—“How Material 
and Equipment Firms Get More 
Flintkote Co., The Business in New Construction.” 
i The, ee oa : j , 4 
rangebu ivisic ers a free sample and a dramatic 
. my. Division demonstration of Formica Flake- 
board. 
Graham & Co. Inc., Hertz Truck Lease 
John H. F f Get a copy of this information book- 
Griffin Co., ‘ ‘age let—“ ow to Get Out of the Truck 
Business.” 
Hager & Sons Hinge Mfg. Co., C. Bameeate Co. 
; : ' omasote makes this offer—a free 
Hastings Aluminum Products, Inc. Cost-Reduction Analysis of your 
blueprints. 
Kaiser Aluminum & Insulation Board Institute 
Chemical Sales, Inc. Circle No. 80 on the handy cover card 
Kennatrack Cor to get details and rules on the 

Sub. of Ekco Products Co. . “Package Salesman” contest. 
Kentile, Ine. gt Mfg. Co. 

Get complete iatormetion on K-V 
Limaesmens Mutual Casualty kitchen fixtures. 
ual Casualty Co. Minnesota Mining & Mfg. Co. 

3-M offers a no-obligation demonstra- 

tion of how you can si ged pape 

work at low cost with “Thermo- 

copying machines. 

Molly Corp. 
National Cash Register Co., The 4 Write for free literature on screw 
pe g + mg ae anchors and jack nuts. 
% matic Products Co., National Hardware Co. 
Write for literature and prices on “E-Z 
Orangeburg Mtg. C Set” locks. 

Div. of jintkote Pb iaiss<eteae Pacific Lumber Co. 

Write for the full story on the money- 

—s | potential of ‘“Palcote” 





Minnesota Mining and Mfg. Co. 
Minnesota Paints, Inc. 


Pickering Lbr. Corp. 
Pierce & Stevens Chemical Corp. Parker Hdwe. Mfg. Corp., S. ............ 87 
Complete hardware cokthos offered in- 
R-B Co., The cluding Parker’s hinges for every 
purpose. 
- Preway, Inc. 
Skil Corporation Preway invi 
: y invites you to write for the 
Southeastern Tool & Die Co. 56 facts and figures on their “Look of 
Southwest Forest Industries, Inc. Luxury” kitchen built-ins 
paw A ‘> Mtg. Co. Richards-Wilcox Mfg. Co 
ymons Clamp & Mfg. Co. Circle No. 64 on handy cover card to 
et free gd of Catalog No. A-400 
U. S. Gypsum eaturing door hardware. 
U. S. Plywood Corp. Roddis Plywood 
Roddis offers bulletin —. free sample 
Weyerhaeuser Co., of “Phenolic Timblend 
Lumber & Plywood Div. WE CB, skied didigesecscecs 59 
Wheeling Corrugating Co. 31 Y 24-page Simpson 
Willamette Valley Lumber Co. Acoustical-Insulating catalog. 


U. S. Plywood 
Makes Gvallable free copies of two new 
booklets—‘‘Weldwood Sidings for 
Traditional and Contemporar, 
sign,” and “Weldwood Har board 
Sidings.” 


Waltzinger, Inc. 
Free literature on Waltzinger’s “Econ- 
omy” shutters. 


Welsh Plywood Corp. ........--+seesereee 97 


Write for info on the PlyWelsh line- 

including 10 molding patterns pre- 

inished to match all PlyWelsh 
panels. 


Zonolite 
Two free booklets about Zonolite 
water-repellent masonry fill insula- 
tion offered. 











12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 
Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Ii. 




















Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Guinotte, Kansas City 20, Me. 











REDUCE delivery costs. te th ” 
UNLOAD a LOAD or HALF LOAD at a time aa og Bone 9 age 
with an 
R-B ROLL-OFF 


truck body 


You'll learn 
the way to... 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times——25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line 


Add $1.75 per insertion for blind ads bearing 
box number. 


Ne agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding «late of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed Replies forwarded without additonal 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 


59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








LUMBER SALESMAN WANTED: 

We have a profitable well established terri- 
tory open in Northeast Louisiana. Will con- 
sider only a top flight man thoroughly fa- 
miliar with West Coast species and Yellow 
Pine who is interested in working on an ex- 
clusive basis. Cali or write for an inter- 


view. 
The McGinnis Lumber Company, Inc. 
Meridian, Miss. 





SALES REPRESENTATIVE 
WANTED 











Manufacturer's Representative—Experienced, 
ca ~~ on lumber yards and/or fence com- 
ponte es to — U completel - 

will revolutionize trade. ly, 
lines A | and territory covered. Weblite, 
Box Box 203, Valley Stream, N.Y. 





MACHINERY FOR SALE 











FOR SALE 


Changing models permits offering followin 
— a pes in fine condition Dealetenenes 


yoy i Lift Rie | model 10H, 28’ lift, 
72” forks, 38” 66” side shift carriage, 
operator’s toe Price $4,650.00 


Clark Ross Straddle =: ~ Rone 70-6675. 
Price $3,150.00 FOB Ch 


a. Lees. agg ga 
W. Fullerton A 
iy Bt. 14, Tilinois 


August I, 





MACHINERY FOR SALE 











FOR SALE: Three Jay Bee Hammer Mills, 


3-S models. Also several cyclones and 1 piping. 
Write Frank Miller & Sons, 2250 . 58t 
Street, Chicago 36, Illinois. 





SITUATION WANTED 











Experienend lumber yard manager desires 

=e position in lumber-building ma- 
a 1 business. Yard manager (wholesale- 
retail-cash & carry) or factory representative 
of reliable concern. Relocate—free to travel. 
Write giving full details and salary range. 
Address Box N-36 American Lumberman & 
Building Products Merchandiser. 





BUSINESS FOR SALE 








FOR SALE—Lumber and Builder Supply 
Yard, well established, good reputation, in 
East Central Indiana. Over 1-1/3 acres, 
more than 31,000 sqr. feet under roof. Down 
town location on main street. a 
over 200,000 in area. Ideal for Cash & Carry 
operation. Spur into yard available. Owner 
retiring. Address Box N-33 American Lum- 
berman & Building Products Merchandiser. 





FOR SALE: 


Retail yard in community of 10,000 in No. 
Dak. Annual sales volume $250,000 
Buildings, land, equipment $35,000.00 plus 
inventory 

Buildings less than three years old 

Other — interests reason for selling 
Address N-34 American Lumberman 
& Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





BUSINESS OPPORTUNITIES 











Successful and experienced Oregon whole- 
saler desires icorporate with various 
Retail Lumber Dealers on a corporate basis 
to form a mutually beneficial centralized 
7 ing office for West Coast Lumber items. 
rep. 4 * - be held in strict confidence. 
Address M-51 American Lumberman 
& guiding” Products Merchandiser. 





Southwestern distributor moving to new 
yard and warehouse wants light fabricating, 
manufactur’ or assembly operation for 
vacated 16, sq. ft. warehouse and show- 
room. Address Box N-35 American Lumber- 
man & Building Products Merchandiser. 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
Trucks in stock. 


ie Good Serviceable Ki 
K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bidg., Pittsburgh 22, Pa. 
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(Here's theone that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK 
STICKS AND STAYS pify 
Tl 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
—s year after 
year.” What's more, 
Durham's Rock- 
Hard Water Putty 
ney you by far the 

st profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. * Packed twelve 1-lb. cans or six 
4-Ib. cans to case. Keep some of each on dis- 

lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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SYMONS 
Steel Stake 





Pullout hole 
for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C 


**1"" beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30”, 36” 
and 42” sizes. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 








> Symons 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. H-O 


Please send complete dealer price Information 
on your STEEL STAKE, 


Name. 





Firm 








Address. 


hi nd a 





Make A Fuss 
Over Them! ! 





One simple strategy in the treatment of our cus- 
tomers will improve our sales and profits. 


Market researchers have recently concluded in Printers 
Ink that retail point-of-sale efficiency is currently at its all 
time low in U.S.A. and Canada. 

Inattention, inertia, slovenliness and downright discour- 
tesy are generating a consumer's resentment that borders 
on a revolt, 

It is axiomatic that “things don’t make or break profits— 
people do.” 

Profits have been declining in most types of retailing for 
ten straight years. 

It is apparent that disappointing point-of-sale perform- 
ance by our retail people plays an important part in these 
declining profits. 

Of the many problems of retail management this is the 
most important, least complex and most neglected. 

It is simply a matter of attitude. Negative attitudes on the 
part of sales people destroy profits. Positive attitudes build 
profits. 

The negative attitudes shown below should be weeded 
out to be replaced by the positive. 


Here are the deadly stinkers in attitudes that repel customers 
and drive away our proiits. 


Our Sales People Should Never Be: 


. Frustratingly inattentive* 

. Impersonally uninterested 

. Discourteously unfriendiy 

. Carelessly slipshod 

. Ignorant of product benefits 

. Patronizingly arrogant 

. Sloppy in appearance 

. Impatiently irritable 

. Wisecracking and brash 
10. Annoyingly aggressive 
*Research has shown that customer will wait without 
annoyance for but 30 seconds for a sales person to ac- 
knowledge his or her presence, but will be patient for 22 
to 3 minutes if his presence is acknowledged with “Be 
with you in just a minute.” 


Here are the magnetic attitudes that attract customers, bring 
them back and cause our business to grow. 


Our Sales People Should Always Be: 


. Alert und prompt * * 
. Anxious to please and satisfy* * 
3. Unfailingly courteous and friendly * * 
. “You” minded and service attituded * * 
_ hab about product answers or where to get 
them 
. Aware of customers’ name and use it frequently 
. A well-groomed, good housekeeper 
. Smilingly, cheerfully, patient * * 
. Modestly persuasive about related items and com- 
plete service 
10. Sincerely appreciative* * 
* *Always put these into your voice over the telephone. 


Admittedly it is quite an order to banish these ten nega- 
tives and replace them with positive attitudes. It will take 
persistence, time, energy and the cooperation of the entire 
organization to do so. 


Fortunately there is a single theme running through all 
the positives that we can install and start right now in our 
organization—and that is to “make a fuss over our cus- 
tomers.” From now on let’s make them think they are the 
most important thing on earth to us (which they really are.) 

Let’s make them feel that there is nothing we won't do 
to make them feel at home in our store, to serve them com- 
petently, completely, cheerfully and enthusiastically. Let's 
yen them that our store is the best place in town to 
shop. 

Obviously making a fuss over customers will have a ten- 
dency to more rapidly weed out the ten deadly stinkers that 
smell up the place and install the ten powerful magnets that 
build sales and profits. 

To put us all in the mood wouldn’t it be a good idea for 
each employe, including management to experience in his 
imagination the receipt of this little note attached to his 
pay check? 

Dear Fellow Worker: 

The money represented in this pay check does not 
come from this company or its owners. It comes solely from 
our customers. If they should ever stop coming through our 
doors, the business would have to close up—there would 
be no pay checks. 

Furthermore the size of everyone's pay check depends 
on the number of new and well satisfied customers who 
come back to us again and again for more. 

If customers are that important—and just a little think- 
ing about it will convince you they are—shouldn’t we all 
leap to attention when they enter our store—or ring our 
phones and then “break our necks” to please them? 

From now on let’s make a fuss over them—each and 


every one of them. 
oa 


* a *” a * a 


Let’s make this a permanent policy—from here on out! 
Art Hood 


Case History 

The price of hair cuts in Chicago has risen to $2.25—(have 
you the intestinal fortitude to withhold it) with a tip it is $2.50. 

In my lifetime I have seen the cost of a hair cut and a shave 
go from 25¢ to $3.75—that’s inflation! If the trend continues 
our present dollar will be worth 10¢ in the early years of the 
next century. : 

I figure that because of a widening bald spot the hairs on 
my head number about a third of normal and that with fast 
work, my barber can “do” my hair in 5 minutes flat. 

On that basis, if kept busy, a barber’s earnings could be 
$200.00 or more per day. 

My resentment at these fantastic charges has caused me to 
buy a set of clippers and by various contortions “trim” my own 
hair and put off hair cuts until I am not allowed to enter my 
own home unless I go to the barber first. f 

When the Mrs. lowers the boom, I find myself walking by 
a score of barber shops a full mile across the loop to a barber 
shop I patronized before our offices were moved. 

One day I asked myself “Why?” 

The answer is the key to effective retailing under today’s 
conditions. : 

When I enter the shop, the three barbers, the manicurist (no 
comments, please) and the bootblack greet me like a prodigal 
son. I am the hero returned from the wars—a president from 
a successful summit. I couidn’t be more popular if I had just 
hit a grand slam home run for the Cubs. 

They make a fuss over me! 

Simple, isn’t? 

And yet here is the key to customer good will in the face of 
the high prices, lack of product knowledge, shortage of per- 
sonnel and general letdown of service in retailing today. 

Of course the barber does a good job and manages to convey 
to me that its the union and not the individual that causes the 
high prices. 

But the real reason that I patronize that shop is because they 
make me feel at home—they a fuss over me! ve 


Reprints available $1.00 per dozen or $6 per hundred. 
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Slay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products, 
sales aids, equipment and helpful literature. 











Stimulate | 
| 
remodeling | 
with new Fasiest to use - 
vinyl- surfaced FABLE in Keep the card folded out as you go through the 
‘4 EXCLUSIVE ‘ magazine. Circle the numbers on items useful for 


a aa 4 your business. 
DURASAN Mail the completed card and we will rush the 


inquiry to the manufacturer. No postage is re- 


The tough but beautiful surface quired. 





of new Durasan Gypsum Wallboard is 





vinyl-plastic— makes it a natural , = 
yi This card good until November 15, 1960 


for barber shops, restaurants, beauty 


salons, and any commercial Advertised Products 
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area that calls for a cleanable surface. 
Durasan panels can be laminated 
over the existing walls. They go up 
fast, need no finishing. Customers 
like new Durasan because it resists 
scuffs, bumps, and scratches. Most 
stain-producing household items wipe 
off with a damp cloth. 

Build your business by suggesting 
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merchants in your area build 


e . New Products, Sales Aids, Equipment, 
and remodel with Gold Bond” Durasan”... 


supplied by you. Write us at Dept. and Literature 
AL-860 for free samples and application 201 202 203 204 205 206 207 208 209 210 211 212 213 
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information. 














Steer ..astepahead of tomorrow || = —— 











Circle No. 36 on Handy Cover Card Dealer Wholesal 

















Fold Out for 
New, Free 
Inquiry Card 





Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 


@ covers both editorial and ads. 


@ just one inquiry brings you the 
latest facts from all manufacturers 
checked. 
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Permit No. 777 
CHICAGO, ILL. 


This is one of the many distinctive Kentile® Floors featured in the steady Kentile advertising in L1rE, . ’ 
LOOK, THE SATURDAY EVENING POST and 17 other leading magazines plus 51 Sunday Magazine Sections. 


ry 
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BIGGEST ADVERTISING IN THE TILE BUSINESS 
tells your customers a convincing quality and value story THREE MORE REASONS WHY 
k : KENTILE FLOORS ARE EASIEST TO SELL 
... keeps Kentile Floors in demand all the time. And over 
¢ Top Quality .. . backed by the famo 

150 warehouses across the country make sure you won’t Kentile guarantee! 

Ps , ’ . ¢ Complete Line: Vinyl Asbestos, As 
miss a single sale. They’re ready to fill your needs com- phalt, Solid Vinyl, Rubber and Cork Tile 


pletely ... to supply you with anything in the entire Kentile * Hi-Fi Paper Samples (perfect repro 
ductions of tile colors ) end sampling prob 


line... make deliveries to you usually within 24 hours! lems . . . take little space! 


, 


No Pestage Stamp Necessa 
if Mailed in the United Stat 
POSTAGE WILL BE PAID BY 
AMERICAN LUMBERMAN 
P. O. BOX 139 
NEW YORK 4, N. Y. 


BUSINESS REPLY CARD 


For complete information, contact your nearest Kentile Floors Distributor (see Yellow Pages) or Kentile Office shown below. 


BMOMORE 


58 Second Ave., Brooklyn 15, N.Y. © 350 Fifth Ave., New York 1,N.Y. © 3 Penn Center Plaza, Philadelphia 2, Penn. © 55 Public Square, Cleveland 13, Ohio 
900 Peachtree St., N. E., Atlanta 9, Ga. © 106 West 14th St., Kansas City 5, Mo. ® 4532 So. Kolin Ave., Chicago 32, Ill. © 2929 California St., Torrance, Calif. 
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